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ough Proofs 


Preston Tucker will read his 
wn commercials on his new radio 
how, the story says. If all com- 
any presidents had to read their 
wn commercials, either on or off 
he air, it would help. 


, -.¥ 


The Coopers would “rather dec- 
rate their living room with new 
hintz than deck themselves in a 
hole new wardrobe,” says 
American Home. 

Have you checked with Mrs. 
Cooper—just before Easter? 

yr © 


Two current and_ interesting 
phenomena are the emphasis the 
Census Bureau is laying on the 
creased number of older people 


- VF 


“BBDO Elects Seven Vice- 
residents.” 

Efforts to increase production 
order to meet unsatisfied de- 
and are gradually succeeding in 
he vice-president field, as else- 
yrhere. 

a ee 


The current trend toward talk- 


t anyway is going too far. A 
opywriter looking for a job comes 
ight out and admits that he’s a 
econd-rater. 

vey 


Jim Woolf says that John Jacob 
stor made a success of the milli- 
ery business by describing to his 
elpers the bonnets worn by 
roud passersby. No wonder he 
vas rated a business genius. 


vvy 

A nice variation of the man- 
ites-dog theme was the award 
y the Industrial Advertising As- 
ociation of New York to Ed Cof- 


han of the year. 
ae 


For seven cents, Western Union 
vill tell a prospect beginning May 


ormal advertising pull. 
vvy 


r years with Runyon. 
vw? 


“Yellow” used to be a fighting 
ord, and it still is, when it’s used 


utter industry. 
a. ¥ 


American Magazine says 
hvorite sports of men continue to 
e fishing and poker. 

Making eyes at Eve probably 
bls in another category. 

vvy 


eee) | hicago print shops, AA reports, 


ave run into a pack of trouble. 
You mean it is more than the 
sual peck? 

vvy 


After all those between-seasons 
des, you’ll have to admit when 
v go to the ball park next month 
you can’t tell the players 
thout a score-card. 


Copy CuB. 


ey as the industrial space sabee~| 


When you think of Damon, says 
e Oregonian, you think of| 
ythias, unless you’re the sort of| 
ader who’s been associating it} 


y the margarine manufacturers | 
ver the vigorous protests of the| 


the | 


‘PM’ Likely to Fold 
March 26 When 
Field Withdraws 


McKinnon Withdraws 
as Publisher Because 


of Guild Difficulty 


New YorK—When AA went to 
press last week it seemed that PM, 
Marshall Field’s first publishing 
venture, would suspend publica- 
tion after March 26. 


new publisher, Clinton D. McKin- 
non, San Diego publisher, with- 
drew from negotiations, March 18, 
following his failure to get the 
PM Newspaper Guild unit to agree 
'to his terms. 

| PM was launched June 18, 1940, 
billed as the newspaper man’s 
dream, the liberal daily which 
|would prosper without advertis- 
|ing’s sullied touch. Even in July, 
| 1946, Mr. Field still said PM would 
|not take advertising. 

On November 5, 1946, the edi- 
torial board and Mr. Field de- 
|cided to accept advertising, with 


g down the product and selling | the millionaire publisher indicat-| man’s dream for a promotion of a 


ing that it was a final opportunity 
‘for PM to get on its feet finan- 
cially. This decision precipitated 
the resignation of Ralph Inger- 


| 


soll, the stormy petrel and former | 
who edited PM | 
|from its beginning, interrupted by | 


| Fortune editor, 


|a period of service with the Army. 


| Circulation Down 

| PM began to accept advertising 
'in November, after setting up a 
|rate card and naming an adver- 
| tising manager, Louis Frankel. In 


zen & Thompson as its representa- 


60 days it carried 40,879 lines 
“without solicitation.” Media Rec- 
ords places PM’s linage during 
1947 at 841,121 daily, 696,792 Sun- 
| day. 


| forecast for it. Its top circulation 
was 780,000 daily during a de- 
livery strike, and its normal peak 
was 225,000 Sundays, 185,000 
|daily. Its current circulation is 
140,334 daily, 153,657 Sunday. Nor, 
|broadly speaking, did adless PM 
‘uncover the startling and exclusive 
news stories which a newspaper 
| without advertising was originally 
(Continued on Page 69) 


Annual Report 


_ gets praise from the 
editor. See Page 12. 
Other features: 


| 


SRM co nce ens eissce: 12 
| Advertising in the Test Stage 66 
Advertising Market Place 64 
| Chain Store Figures. .. 60 


Creative Man's Corner 
| Department Store Sales. 


40 


| Farm Publications Linage 58 
Getting Personal ae . 56 
| Information for Advertisers . 
| In Washington ..... . 16 
| Magazine Linage .... . 38 
| Obituaries ss . 70 
Photographic Review 63 
Private Lines .... . 53} 
Rough Proofs ........ fs 
Voice of the Advertiser........ . 54 
You Ought to Know............... 44 


The only likely prospect as a| 


January, 1947, PM named Loren- | 


tive, and disclosed that in its first | 


PM’s unorthodox makeup and 
who sells what where, thus add-| reporting failed to attract the) 


hg a little additional push to the| number of readers which had been | tion by individual contractors of|all D-F-S operations in Chicago, | 


34| Hosoxen, N. J.— Thomas J. 
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Who Else But Sleepy Howard the Trader ~ 
Would Sell DOLLAR BILLS for 95c ~- 


= sap ted 2,000 I-Dollar Bills to Sell for 95c all Day Saturday ~ 
. WHERE? 3! East Main St. Logan, Ohio - 
WHEN? All Day Saturday March 6, 1948 - 
és 4 ‘° ‘ou the r Va in “ 
= WHY toward satiny 2.000-$100-One-Dtr Bile for $5 Ninety ~ 
ad nf five cents each. Howard reserves the right to limit the number ~ 
= WH AT? of Dollars each customer can purchase. Pe 
> WAI HOWARD THE TRADERS - 
- 7 31 East Main Street, Logan, Ohio . 
- Furniture & Appliances - | 
ain wr Shine No Phone Orders No Mail Orders - 
$ 
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"BEST DOLLAR VALUE'—Howard the Trader, Logan, O., used this half-page 
ad in the Logan Daily News, to offer "the best dollar value in Hocking County” 
with an all-day-Saturday sale of 2,000 $1 bills at 95 cents each. 


‘Blandings Dream House’ 
Film Promotion a ‘Dream’ 


G-E, Stores, Others D-F-5 Heads Shift 


CuLVER City, CaL.—A publicity 


Plan Nationwide Tie-ins 
Duties; Sutter, 


| movie will come to pass next sum- 
/mer when Selznick Releasing Or- 
| ganization releases ““Mr. Blandings 
Builds His Dream House.” 

Selznick, General Electric Com-| 
pany and many other national ad-| 
vertisers are tying up a nation-|Sample, in a major reorganiza- | 
wide promotion of the movie,|tional move last week, added two} 
using magazines and local media, | vice-presidents and divided the| 
department store and dealer pro-| responsibilities of H. M. Dancer 
motion in 100 cities. and Clifford L. Fitzgerald. 

The film, to be advertised after; Joining the agency as _ vice- 
May 1 and released about July 1,| presidents are Samuel M. Sutter, 
is based on Eric Hodgins’ best| formerly copy chief of the Biow| 
seller about the average Ameri-|Company, New York, and Howard | 
can’s hope that some day he might| W. Newton, formerly vice-presi- | 
build the house of his dreams.| dent and director of copy of J. M.| 
So is the promotion, which is per-| Mathes, Inc., and Donahue & Coe, | 
haps the largest thing of its kind | New York. 
the building and home furnish~| Mr. Fitzgerald, vice - president 
|ings industry has ever planned. | of the agency, henceforth will de- | 
vote the major share of his time 
Will Build 100 Houses ‘as director of creative work and 
Basic to the tie-up is construc-| chairman of the plans boards for | 


| “dream houses” in 100 key cities. | New York and Toronto. Mr. Sut-| 
|Contractors will work from plans | ter and Mr. Newton will report to 
(Continued on Page 68) (Continued on Page 70) 


Last Minute News Flashes 
Springs Cotton Mills Plans $1,000,000 Drive 


LANCASTER, S. C.—Springs Cotton Mills will launch its $1,000,000 
1948 ad drive for Springmaid fabrics in May with full-color pages 
in Charm, Esquire, Mademoiselle, Pic and The New Yorker. Other 
magazines scheduled for page ads during the rest of 1948 are Fortune, 
Holiday, Life, The Saturday Evening Post, Time and others not yet 
| announced. The agency is Erwin, Wasey & Co., New York. 


Continental Coffee Starting Consumer Drive 

Cuicaco — Continental Coffee Company, Chicago, long a leading 
| supplier to restaurants and hotels, has appointed Schwimmer & Scott, 
Chicago, to handle its first campaign to sell direct to consumers. Half- | 
| page ads with coupons in Esquire, House Beautiful and the New York | 
| Times Magazine will stress luxury aspects of Continental coffee. 


les . 

Lipton Runs Test for Spaghetti Sauce 

Lipton, Inc., is testing new Lipton 
spaghetti sauce in newspapers in Green Bay and Madison, Wis., Du- 
|luth, Peoria and Springfield, Ill. Future plans include drives in 
| Chicago, Detroit and Milwaukee. Ruthrauff & Ryan, New York, is 
the agency. 


|Bantam Range Drive to Start in May 


| New BritTAIn, Conn.—Landers, Frary & Clark will launch an intro- | 
'ductory campaign in May for the company’s new Bantam range, | 
using newspapers in 125 markets, reinforced by full-page, four-color 
ads in 10 magazines this spring, through Goold & Tierney. 
(Additional News Flashes on Page 71) | 


Newton New V.P.s 


among men, averaged 10% noted, 
Cuicaco — Dancer - Fitzgerald - | 8% seen-associated, and 4% read 


NAM ‘Enterprise’ 
Campaign Caught 
with Starch Down 


But Robinson Claims 
‘Residue’ Means More 
Than Readership 


New York—Reports had it that 
the National Association of Manu- 
facturers campaign in magazines, 
launched last fall through Benton 
& Bowles, was not winning read- 
ers. 

AA checked with Daniel Starch 
& Staff. Dr. Starch compared his 
organization’s findings on three 
cooperative “free enterprise” cam- 
paigns—NAM, the Electric Light 
& Power Companies (N. W. Ayer 
& Son) and American Petroleum 
Institute (Sullivan, Stauffer, Col- 
well & Bayles)—and then with 
the Starch consumer magazine re- 
port for all advertisers in nine 
product classifications. 


‘Life,’ ‘Post’ Used 
Because Life and The Saturday 


| Evening Post were the only maga- 


zines being used for all three co- 
operative campaigns, the product 
group reports also were for these 
two magazines only. 

Starch found eight NAM ads, 


most; among women, 5% noted, 
4% seen-associated, and 1% read 
most. 

Twenty light and power ads, on 
the other hand, averaged, among 
men, 24% noted, 18% seen-asso- 
ciated, and 7% read most; among 
women, 25% noted, 18% seen-as- 
sociated, and 5% read most. 

Ten API ads averaged, among 
men, 24% noted, 18% seen-asso- 
ciated, and 3% read most; among 
women, 19% noted, 6% seen- 
associated, and 1% read most. 


Color ‘Adjusted’ 


All of the above ads were “page 
black and white,” Dr. Starch ex- 
plained, except six of the API, 
which were “page four color.” 
These, however, were adjusted to 
correspond to black and white. 

The range of “noted” among 
men in the nine product groups 
was from 18% (clothing and office 
equipment) to 32% (automotive) 
and seen-associated from 16% 
(clothing, food and office equip- 


;ment) to 29% (automotive). Five 


of the nine groups were read most 
by only 4% of the men; automo- 
tive, insurance and finance, and 
machinery and metals by 7%, and 
radio and electronics, 8%. 

Thus, although far below the 
product averages in noted and 
seen-associated, the three associa- 
tion campaigns compared favor- 
ably with the others in read most 
by men. 


Appliances, Fabrics Tied 


Women noted, saw and asso- 


|ciated and read least automotive 


ads, with respective figures of 
117%, 13% and 1%. Women noted, 
saw-associated and read most 
|household equipment ads—respec- 
tively 38%, 35% and 9%. Fabric 
ads were tied with household 


equipment under “read most by 
women.” 


Only the Electric Light and 
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Power campaign (which has been 
running several years, whereas 
the NAM and API magazine pro- 
grams began last year) compared 
favorably with the product cam- 
paigns in women’s readership. 
The NAM people, however, 


tried to take a lot of the starch) 


out of Starch. 

Holcombe Parkes, NAM vice- 
president, said that “Starch does 
not measure understanding or per- 
suasion. We’re seeking more than 
merely ‘stopping’ or readership.” 
He pointed out that NAM’s con- 
sultant, Dr. Claude Robinson, is 
now seeking to determine the 
“residue” which this and other 
campaigns leave in people’s minds. 

Mr. Robinson pointed out to AA 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 

$00 Kibby Sts Lime, hie, U3. 

900 Kibby $t., Lima, Ohio, U.5.A 


a 


that Dr. Starch’s method was “a 
little prehistoric.” Robinson ex- 
|pected that the residue method 
| (which is somewhat related to 
|Dr. George Gallup’s “impact” 
|method) would “completely super- 
sede the reading-ability method.” 


Says Idea Selling Still New 


Several proposed NAM ads were 
/pretested under the “residue” 
|'method, Dr. Robinson explained, 
‘and the campaign now running is 
'“the one which came out on top.” 
On the other hand, “NAM’s high- 
'est Starch probably was the least 
/suitable ad.” 

Idea selling, he said, involves 
more than merely telling people 
to “go to the store today and buy 
it. The residue method (1) in- 
volves pretesting; (2) deals with 
ideas, and (3) is concerned with 
the ‘logical market’.” 

The whole conception of “the 
use of advertising space to sell 
ideas is still in its infancy,” Rob- 
inson emphasized. Although his 


| 


organization is working on the 
residue method now, the organiza- 


, tional problem—including the 
|problem of costs to sponsors—“‘is 
yet to be licked.” 


ADS’ SALES POWER 
MEASURABLE: STARCH 

New YorkK—Dr. Daniel Starch, 
who originated the readership 
ratings of advertisements, told the 
Copy Research Council last week 
that sales power of individual ads 
can now be measured. Arriving 
at his data by extensive testing 
among readers of advertisements, 
he concludes that 3% of the read- 
ers of an advertisement for a 
rapid-turnover product bought the 
product within 10 days after 
reading the advertisement. 

His studies are based on four 
years of experimentation and ac- 
curhulation of data, he said, and 
demonstrates that advertisements 
have specific measurable sales 
effect. He further says that this 
effect is measured, not by whether 
respondents think they bought 
after reading an ad, but by actual 


| purchase of products after reading 
|}an ad compared to purchases be- 


of EVENING 


Newspaper Readers— 


Relaxed... Receptive Kal Responsive ! 


You JUST CAN’T SELL to a person who’s rushing to a fire . . . or to work. 


The time to catch ’em is when they are relaxed—receptive—responsive. 


In Indianapolis and the 33 surrounding counties, readers of The Indi- 


anapolis News are relaxed because it’s evening and the day’s worry and 


bustle are over . . . they're receptive because they have a per capita income 


*way above the national level and like to spend their money . . . they’re 


responsive because they're reading the most influ- 


ential, authoritative paper in central Indiana, with 


a deserved reputation of getting results for adver- 


tisers. Take the largest evening daily circulation in 


Indiana’s history, add a reader loyalty that pays off 


in sales—and you get action with The News! 


A —IN DAILY ADVERTISING 


ce —IN READER RESPONSIVENESS 
#3 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROUL 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435,N. Michigan Ave., Chicago 11 « JOS. F. BREEZE, Bus. Mgr., Indianapolis é 


fore reading the ad. 

The 3% is based on 65,000 in- 
terviews, and represents about 1% 
of all readers of a given publica- 
tion. He insists on measuring in- 
dividual ads instead of campaigns 


tant to arrive at elements in the 
advertisement itself which make 


because he believes it is impor- | 


for greater readership and sales. 
Dr. Starch points out that strong | 
ads have from five to 10 times the | 
sales power as weaker ones for| 
the same product, and while read- | 
ership for the product may be) 
raised 50% by some ads, sales 
power may be increased 500% by 
improved copy methods. 


Ayer Gets Foot 


in Luckies’ Door 


New YorK—N. W. Ayer & Son 
is moving in on the television 
billings of American Tobacco 
Company, one of the medium’s 
freest spenders and Foote, Cone & 
Belding’s top client. 

“Barney Blake, Police Reporter,” 
a 30-minute mystery, will make 
its debut on eastern television sta- 
tions late next month. As AA 
went to press, the network for the 
television program, to be produced 
by Wynn Wright Associates, had 
not been designated. 

Ayer, which began handling 
telecasts for the cigaret manufac- | 
turer during football season last | 
fall, will buy video time for pig- | 
skin games for Luckies again this | 
year. 

American Tobacco’s other new 
television show, “Tonight  on| 
Broadway,” is scheduled to start. 
April 6 over a five-station CBS_ 
network. Time was bought) 
through Foote, Cone & Belding, | 
which also places the company’s 
video spots—now a regular fea- | 
|ture on most stations’ schedules. | 
|This telecast will give viewers| 


AREA SYSTEM—The Chicago Tribune 
last week extended its selective area ad- 
vertising program to cooperative fac- 
tory-dealer ads boosting Enna Jettick 
shoes, with copy shown above. 


‘Chicago Tribune’ 
Expands Area Ad 
System to Shoes 


Cuicaco—The Chicago Tribune 
last week expanded its selective 
area advertising plan, developed 
last year for co-op factory-dis- 
tributor-dealer appliance adver- 
tising, to the women’s apparel 
field. 

A series of 31 display ads for 
Dunn & McCarthy, Auburn, N. Y., 
manufacturers of Enna _ Jettick 
shoes, was kicked off with 1,000- 
line copy featuring the names of 
eight or nine non-competing deal- 
ers in each of the Sunday Trib- 
une’s five metropolitan sections. 

ll of the dealer groups even- 
tually will participate in the en- 
tire series totaling 14,520 lines, 
or an investment of less than 


|on-the-stage and behind-the-stage | $250 per dealer, with the same 


glimpses of current stage hits. | 
| 


Emerson to Launch 
‘Contest for Retailers | 


Emerson Drug Company, Balti-| 
|more, will announce a Bromo- | 
Seltzer contest for retail drug-| 
store owners and managers next) 
|month, offering a new 1948 Buick | 
four-door sedan as first prize. 
| Druggists are required to set! 
up and maintain a Bromo-Seltzer | 
|profit-planagram in their stores! 
| throughout the contest and finish 
|/in 30 words or less the sentence: 
\“I like the Bromo-Seltzer profit- | 
|planagram because .. .” Reuben) 
|H. Donnelley Corporation will! 
|handle judging. Announcement | 
‘ads will appear in April issues of 
American Druggist, Chain Store 
| Age, Drug Topics and the NARD 
| Journal. Batten, Barton, Durstine 
|& Osborn, New York, is the 
agency. 


 Cadnee-Poaner Combines 


Kaiser-Frazer Corporation, Wil- 
low Run, Mich., has combined its 
sales promotion, advertising and 
public relations departments under 
the joint supervision of Norris 
Nash, Hal Babbitt, Henry Swart- 
wood and Edgar F. Kaiser. 

The new department will direct 
and coordinate all service pro- 
|vided by its agency, Swaney, 


|Drake & Bement, Chicago. It also | 


will have charge of all news re- 
leases, employe announcements, 
in-plant publications, dealer and 
|distributor publications, 
programs, sales promotion litera- 


ture and aids for sales and service | 


meetings. 


ABC Changes By-Laws 
The Audit Bureau of Circula- 
tions, at its directors’ meeting in 
Palm Beach, Fla., March 5-6, lib- 
eralized the bureau’s by-laws on 
paid circulation to read: “A pub- 
lication with paid circulation is 
hereby defined to be one of which 
50% or more of its distribution 


qualifies as paid under the stand- 


ards of the bureau.” 


Promotion Departments | 


radio| 


|milline rate available to adver- 
tisers using the total circulation. 
Each one of the five metropolitan 
sections has a circulation of ap- 
proximately 200,000. 

To use the selective area sys- 
tem, the manufacturer places all 
advertising and maintains control. 
Dealers in non-competitive loca- 
tions participate to the extent of 
co-op funds built up through sales. 


Gillette Buys AM, TV 
Rights on Boxing Bouts 


Gillette Safety Razor Corpora- 
tion, Boston, has bought the radio 
and television rights to the Louis- 
Walcott June 23 championship 
bout, by paying $100,000 to the 
20th Century Sporting Club, New 
York. Gillette also contracted for 
the regular Friday night fights at 
Madison Squire Garden, acquir- 
ing rights ABC has until April 27 


‘for radio and NBC has for tele- 
| vision until May 31. 


Maxon, Inc., 
is the agency for Gillette. 


For over 60 years 


AT LEADING PAPER MERCHANTS 
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More than 45,000 buyers and specifiers throughout all types of “where-to-buy-it" information is comprehensively listed and 
institutions want and need catalog information on your prod- displayed in INSTITUTIONS CATALOG DIRECTORY for use 
ucts ... at their fingertips ... every business day of the year. by the institutions shown below. 

Don't make them search for data they need on your products. Advertisers are listed in bold face type in the various direc- 
Place your catalog material in their hands in a 100% usable tory sections under the products they manufacture, and refer- 
form ... place your catalog information in INSTITUTIONS ence is made to the page or pages containing their advertising 
CATALOG DIRECTORY along with the other vital data it and catalog material. 

contains. 


Reserve space today! Write ... or consult your advertising 
Trade names, names and addresses and a vast amount of agency. 


Following are the types of institutions reached by 
INSTITUTIONS CATALOG DIRECTORY: 


CONTR ese men. 


irst Award Winner 


INSTITUTIONS CATALOG  DI- 


Restaurants and Cafeterias rators and Designers 
Office and Public Buildings @ Other Institutions 


@ Hotels @ Steamship Lines and Ship- 
@ Hospitals and Sanitariums yards 
@ Schools @ Railway Systems 
@ Colleges and Universities @ Airlines 
@ Industrial Cafeterias and @ Army, Navy and Government 
Restaurants Institutions 
@ Jobbers, Dealers and Distrib. © YMCA'’s, YWCA's and 
utors YMHA's 
@ Asylums, Municipal and State : pos cae Country Clubs sie 
° institutions @ Architects, Engineers, Deco- , a 
a 


RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a_ nation- 
wide competition among over 660 
entries from the nation's leading 
business papers. The same organ- 
ization and leadership which has 
made this achievement possible 
: has made INSTITUTIONS CAT- 
ALOG DIRECTORY of first im- 
portance to manufacturers with 

products to be cataloged for the 


CONSULT YOUR AA bveRTISING A GENCY | te 
. INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE — — — CHICAGO 16, ILLINOIS 


Buyers and specifiers in these institutions depend on the information contained in 
INSTITUTIONS CATALOG DIRECTORY for their purchase of products used by them 
in the feeding and housing of over 60,000,000 people daily. 
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Extend FM Licenses 


The FCC has amended its regu- 
lations to extend the normal 
license period for FM stations to 
three years. Its period has been 
for one year only. Renewals will 
be for one, two or three years at 
first, “to work into the staggered 
schedule of renewals by fre- 
quencies.” 


Beck Shoe Starts Drive 


A. S. Beck Shoe Corporation, 
New York, is launching its spring 
campaign this month with 1,000- 
line ads in 91 newspapers in 50 
cities from Boston to Florida and 


west to Chicago. The drive will 
continue for 15 weeks. Dorland, 
Inc., New York, is the agency. 


American Steel Ups 3 


O. B. Stauffer Jr., supervisor of 
|advertising production, has been 
named assistant manager of ad- 
vertising of American Steel & 
Wire Company, Cleveland, sub- 
sidiary of United States Steel. 
John E. McGrath, sales promotion 
supervisor, has been appointed as- 
sistant manager of market de- 
velopment, and C. C. Plumback, 
supervisor of merchandising, has 
been named director of merchan- 
dising market development. 
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Four SF Admen 
Join to Form 


|New Agency 


SAN FrANcisco—Formation here 
of Sherman and Giesecke, Adver- 
tising, with offices in the Russ 
building, brings together four 
well-known West Coast advertis- 
ing names in a new agency ven- 
ture. 

Principals are Robert Sherman, 
formerly radio director at Knox 
Reeves’ San Francisco office; Al- 
bert S. Giesecke, formerly art di- 
rector for N. W. Ayer & Son, San 
Francisco; Frank M. Chapman, 
assistant advertising and _ sales 
promotion manager, Shell Oil 
Company, San Francisco, current 
president of the SF Advertising 
Club; and MacAlan Gardner, for- 
merly account executive with the 
local office of Ruthrauff & Ryan. 


No accounts have thus far been 
announced, but the agency will 
start operations April 1. 


Set Radio Institute 


The third annual Georgia Radio 
Institute, sponsored jointly by the 
Georgia Association of Broadcast- 
ers and the Henry W. Grady 
School of Journalism, University 
of Georgia, will be held April 6-7 
at the Grady School in Athens, 
Ga. Speakers will include Justin 
Miller, president of the National 
Association of Broadcasters, and 
J. Leonard Reinsch, general man- 
ager of Cox radio stations in At- 
lanta, Dayton, and Miami, and 
radio adviser to President Truman. 


Opens Dallas Branch 


Blackburn-Hamilton Company, 
radio station broker, has opened 
a Dallas branch in the Mercantile 
Bank building, with Clarence E. 
Wilson and Philip D. Jackson as 
resident managers. 


You'd have to hedge an answer to that question about buying advertising space 
—because each has its place, and each helps the other along. 


But the point is this. There are times when it pays to concentrate on profit. And the case in 
point is the Thrilling Fiction Group. 


Thrilling Fiction gives you an audience typical of the readers of leading men’s magazines and 
typical of the country as a whole. That's substantiated by Dr. Daniel Starch and Staff in 
his survey, “The Basic Marketing Study of Pulp Magazine Readership.” 


Thrilling Fiction gives you higher-than-average ad readership. Regular Starch magazine 
advertising readership reports rate advertisements in Thrilling Fiction Group magazines 


higher than in other leading publications carrying the identical copy! 


And Thrilling Fiction Group gives you the lowest rate of any leading male-read magazine— 
only 71c per page per thousand circulation!* 


When profit is your goal — you get the audience, the readership, and the lowest rate in 
Thrilling Fiction Group. 


*2,117,864 6 months’ average Dec. 31, 1947, ABC Statement 


THRILLING FICTION GROUP 


10 East 40th Street, New York 16 
9 South Clinton Street, Chicago 6 


Advertising Age, March 22, 1948 


Politz Raps 4A‘s 
Washington Study 
in AMA Speech 


New York—The American As- 
sociation of Advertising Agencies’ 
study of Washington newspapers 
in 1947 was characterized as “an 
interesting example of misleading 
research” by Alfred Politz, head 
of his own research company, in 
a speech to the New York chapter 
of the American Marketing Asso- 
ciation. 

The survey results on circula- 
tion, said Mr. Politz, “were com- 
pletely biased in favor of the 
prestige papers. . . The discrep- 
ancy is so great that it destroys 
the usefulness of the survey.” 

While the Four A’s, in a fore- 
word, compared the survey’s cir- 
culation figures with ABC figures, 
it went on to present data about 
newspaper readers, age, sex, in- 
come, etc. “The report,” Mr. 
Politz said, “does not say a word 
that the readership figures must 
be suspected of the same errors 
the circulation figures are proven 
to be subjected to. The Four A’s 
report just takes the attitude that 
the survey is wrong in circulation 
only because it could be dis- 
covered.” 


Cites Memory Obstacle 


The survey was made for the 
Four A’s research committee by 
Elmo Roper, Inc. 

The Four A’s study was criti- 

cized as the research expert cited 
common obstacles in research, 
among them “rationalization” and 
prejudice which makes it “appear 
more impressive to be a reader of 
the New York Times than the 
Daily Mirror.” 
_ Other obstacles cited were mem- 
ory, which may frequently hide 
purchases of little-known brands 
and favor widely-advertised prod- 
ucts, and “knowledge _ level,” 
whieh conditions answers accord- 
ing to the acquaintance the re- 
spondent has with the subject. 

The Four A’s said merely that 
Elmo Roper had satisfied the com- 
mittee that the research was 
sound, and that the committee had 
validated the results. 

The points at issue, a Four A’s 
spokesman said, had been thor- 
oughly discussed in the survey. 
He added that the survey was not 
intended to give more than “rela- 
tive indications.” 


Pillsbury Mills 
Reels in Trout 


Pillsbury Mills, Minneapolis, 


cast by Bob Trout on NBC start- 
ing April 4. Time is Sundays, 4:30 
p.m., EST. Leo Burnett Company 


is the agency. 

Reporter Trout moved over 
| to NBC several months ago after 
|his chores on Campbell Soup's 
CBS news show.were taken over 
“by Ed Murrow, who relinquished 
a vice- -presidency to return to 
microphone duties. 


Appoints Akerley 

I. W. Akerley, formerly assist- 
ant manager of the grocery divi- 
sion of Kelly Douglas & Co., Van 
couver, B. C., has been nemainted 
general sales manager of Atlan‘ 
Wholesalers Ltd., with headquar 
ters in Sackville, N. B. 


Wee: can spread the prestige of yo 
products in the magazine acknowled0¢ 
the biggest success 


will sponsor a five-minute news-] iim 
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me ~NEW WORLD HEADQUARTERS of Rexall Drug Company in Los 


Angeles, including one of the world’s largest drug stores—now doing 
one of the largest volumes of business of any drug store in America. 


Retail sales now at the rate of 4 billion a year 
in America's third largest market! 


GET THE 


FACTS ON LOS ANGELES ... NOW AVAILABLE 


The Research Department of The 
Times has just completed a com- 
prehensive survey of the Los An- 
geles area. Studies of population 
trends, sales analyses, buying habits, 
routes, etc. Write today for a FREE 
copy of “Los Angeles-City Without 
Limits.” Full details of the many Times 
studies on America’s Third Market. 


America is moving West... to stay! People buy where people are. Today 
more people live in Los Angeles County than in Philadelphia or Detroit. 
Retail sales are running at $1120 per capita. Multiply this by 3,908,477 
people and you get an idea of this dynamic market. New department 
stores valued at 43 millions have been built here since V-J Day. Plans are 
completed for others totaling 35 million. That’s proof spending customers 


are here. Tell them in The Times ... largest home delivery in the West! 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,852. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER G WOODWARD, INC. - NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Fred Kimball Elects 
Bottinelli President 
Charles A. Bottinelli, 


vice-president and treasurer of) 


Fred Kimball, Inc., New York 


newspaper advertising representa- | 35 


| 
, 


tive, has been elected president of | 
the company, succeeding Frederic |"? 
A. Kimball who has been named lishing Company has announced. 


chairman of the board. 


‘Holiday’ Ad Rates 


former Lifted 26 to 35% 


PHILADELPHIA—Advertising rate 
increases, ranging from 26% to 
%, will go into effect for Holi- 
day in October, the Curtis Pub- 


This across-the-board rise is the 


Mr. Bottinelli joined Kimball 20 third within the past 18 months 


years ago as a salesman. 
continue as treasurer. 


Spend a million dollars 
. « « get results. That 
tough? Spend $100.000, 
build million dollar 
agency account. That’s 
advertising! I did it! 


Box 6999, Advertising Age 
100 EB. Ohio St., Chicago 41, Il. 


He will|for the magazine, which had a 


net paid circulation of 805,238 
during the last six months of 1947. 
The guaranteed circulation rate 
base remains 750,000 copies. 
Explaining the move, the com- 
pany said: “Costs involved in 
magazine production have risen 
sharply and it is necessary to ad- 


day’s rate per thousand since the 
original rate structure was an- 
nounced in October 1945.” 

The new schedule: black and| 
white, $3,925 per page, from) 
$3,000; page of two colors $4,765, 
from $3,520; four color page, 
$5,760, from $4,270; outside back | 
cover $7,450, from’ $5,550, and line 
rate $6.70, from $5.30. 

New classified (from $1 to 
$1.25) and livestock display (from 
$6.40 to $7.75 a line) rates will 
become effective for Country 
Gentleman in August. 


Appoints William Hynes 


William K. Hynes has been ap- 


Auto Parts Corporation, | 
Albany, N. Y. 


It's Needham, Louis 
for Pepsodent Powder 


AA erroneously reported Foote, 
Cone & Belding as the agency for 
Pepsodent in a news flash March 
15 referring to a new campaign 
for Pepsodent tooth powder. Need- 
ham, Louis & Brorby is the Pep- 
sodent powder agency, while 
FC&B handles Pepsodent tooth 
paste. 


Jacobs Named V.P. 


Irving C. Jacobs, general sales 
manager of Gilbert & Barker Mfg. 
Company, West Springfield, Mass., 
has been named a vice-president 
of the company. Lawrence Mar- 
chese has been appointed manager 


| pointed to the newly created posi-|of the service station equipment 


‘ . : 'tion of sales manager of the Uni-| sales department, 
just Holiday’s rates accordingly. | yersal : 4 


This is the first increase in Holi-| 


and Paul D. 
Dingwell, manager of the export 
sales department. 


'/'d rather be home reading The Bulletin" 


This is taking the words right out of the mouths of Philadelphians 
... for more than four out of five Philadelphia families invite 
The Bulletin into their homes every evening. 


No wonder so many advertisers—to reach America’s third 
largest market — concentrate their sales messages in The Bulletin. 


They know, from profitable experience, that The Bulletin goes 
home — stays home — and is read by the entire family! 


in Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


Advertising Age, March 22, 1948 


Capital Transit, 
WWDC-FM Happy 
About Bus Radio 


WASHINGTON — Capital Transit 
Company and Station WWDC-FM 
| here are congratulating each other 
over the warm reception given to 
their new arrangement for airing 
FM programs on Capital Trans't 
buses. 

Better than 90% of riders 
voiced approval of music and 
news broadcasts in the initial test, 
and Capital plans to install FM 
receiving equipment in at least 
600 vehicles soon. 

Some bus riders found it hard 
to believe that they will get the 
broadcasts at no extra charge, but 
that is how their riding future 
looks. WWDC-FM will provide 
the equipment and pay all instal- 
lation costs—not because it loves 
the public and is generous, pri- 
marily, but because the arrange- 
ment promises to turn its opera- 
tion from a net loss to a probable 
big profit. 

Since 1,250,000 persons ride 
Capital Transit buses daily, Gen- 
eral Manager Ben Strouse be- 
|lieves his station eventually will 
have a hard - to- beat guaranteed 
circulation to lure advertisers. 
Once the transit line’s full 2,000 
buses and street cars are “tuned 
in,” he expects to get a better rate 
for the FM station than for 
WWDC, its independent parent 
station on the standard band. 
Until now, the FM station has 
merely duplicated WWDC pro- 
grams without charge. 


Home Audience a Bonus 


Under current plans, WWDC- 
FM broadcasts will consist basic- 
ally of 20-minute cycles, each con- 
taining about 18 minutes of light 
popular and semi-classical music 


and two minutes of news. An- 
noying commercials will be 
avoided. Once in a position t 


sell the circulation, it will limit 
commercials to 30 seconds, with 
not more than one commercial in 
five minutes. 

Tentatively, Class A time will 
cover rush hours and Class B will 
cover the remainder of time be- 
tween 6 a.m. and 7 p.m. Rates 
will be based only on the Capital 
Transit circulation, with the home 
audience a bonus. 

Mr. Strouse believes that a sub- 
stantial number of housewives 
will tune in to the programs, and 
that the programming might also 
appeal to restaurants, now with- 
out radio or Musak. The arrange- 
| ment with Capital provides for in- 
| stallation of equipment built by 
| Transit Radio, Inc., Cincinnati. 


Gets Trailer Account 

Mid-States Trailer Sales, Inc., 
Chicago, has named M. Glen Mi'- 
|ler, Advertising, Chicago, to di- 
| rect the advertising, sales promo- 
| tion and public relations of Terra 
| Cruiser, Sun Coach, Duo and Elca! 
trailer coaches, and of the affil- 
‘iated trailer coach insurance and 
| finance companies. 


Virginia Sisk Resigns 


Virginia Sisk has resigned as 


advertising director of Neiman- 
Marcus, Dallas, effective May 
She joined the store last May, suc- 
ceeding Zula McCauley. 


ACRES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbo' 
15 million Negroes spend 10 billic® 
dollars a year on every type produc 
| Reach this big buying public throug” 
| the Negro press. For information writ 
| Interstate United Newspapers, Inc., 54! 
| Fifth Avenue, N. Y., serving America: 
leading 5 pacha a qver a Lee ow , 
| a We now have facts compiled by the 
NOTE: Research Co. of America on brand 
| preferences of Negroes from coast to coa'. 
| Write now for this free information. 
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What tw the world tilerosts Inomon ? 


are reading this week! 


fora 


M EDI Cl NE H TIME’s Medicine department satisfies a M U S i Cc ! TIME’s Music department appeals to a woman’s 
woman’s natural interest in what she can do to protect her family’s personal interest in her family’s musical doings (including her own 
health—as well as her intelligent curiosity about the frontiers of library of recordings), and to her feminine curiosity about the 
medical science. And there’s an extra assurance that comes from people who make musical news . . . as well as to her intelligent 


reading about these things in TIME. 


Why does TIME interest 
sO many women so much? 


EEK AFTER WEEK — page after page of TIME satis- 
W fies an intelligent woman’s natural curiosity about 
the world around her . . . and appeals to her personal 
feminine interest in how the world affects her home, her 
budget, and her family’s health and happiness and future. 

Who are these women with interests as wide as TIME’s? 

Most of them are wives, or daughters of TIME-reading 
men. Like their husbands and fathers, they enjoy incomes 
and educations and energies way above average. 

In a week they do more planning and discussing and 
managing, in the home and out—more buying and con- 
suming and recommending—than most women do in a 
month, 

And they do all this with the confidence that comes 
from knowing what’s going on. 

When you can get their interest—and gain their confi- 
dence—you’ve got something. And the best place to get 
both is in TIME, 


The TIME azine 


...read every week by America’s 
best-informed men and women 


interest in the news of the musical world, 


( Cover-to-cover TIME-reading is a masculine habit of long standing, but... 


| HOW INTENSELY DO WOMEN READ TIME? 


e EACH WEEK 1,500,000 women and 
1,800,000 men read TIME. Studies among 
equal numbers of TIME-reading men and 
women show the intensity of readership by 
sex for each TIME department. 


The readership figures reported here for 


ach department : , ART BOOKS BUSINESS CANADA 
— 0 — SOE eR Sve 128 women readers 120womenreaders 59 womenreaders 75 women readers 
SORNS Sree Veer for 100 men for 100 men for 100 men for 100 men 


CINEMA EDUCATION FOREIGN NEWS INTERNATIONAL LATIN AMERICA LETTERS 


122 women readers 97 womenreaders 78 women readers 74 women readers 74 women readers 97 women readers 


for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


>> ii’ 


MEDICINE MILESTONES MISCELLANY MUSIC NATIONAL AFFAIRS PEOPLE 
93 women readers 104 women readers 102 womenreaders 117 womenreaders 80 women readers 103 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


rl \ 
PRESS RADIO RELIGION SCIENCE SPORT THEATRE 
78 women readers 107 women readers 102 women readers 73 women readers 55 women readers 114 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 
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Congratulations, 


The April issue of Outdoor Life marks another mile- 


stone in the sportsman’s magazine field. 


The new format—designed by Alfred C. Strasser— 
noted magazine consultant, represents a publishing 
contribution that should be welcomed by advertisers 
as further evidence of the importance of the great 


“sportsman’s market”. 


The post-war activity in outdoor sports has increased 


so rapidly that it stands unchallenged as the greatest 


single interest of men today. This is borne out by the 


« 
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Outdoor Life! 


latest government figures which show the staggering 
total of 24,687,227 hunting and fishing licenses. 


We, the management of Sports Afield, believe that 
the improved format of Outdoor Life represents the 
type of progressive editing which has helped to build 
sportsman’s magazine circulations to their present 
all-time high. It is a contribution which should be 
well received by advertisers and agencies as well as 
sportsmen—and we would like to add our apprecia- 
tion along with the many others which we feel sure 
will be forthcoming. | 


Ted Kesting, Edztor 
David N. Laux, Vice President 
Walter F. Taylor, President 


SPORTS AFIELD PUBLISHING CO. 
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Magazine Readers 
in Buenos Aires 
Shown in Study 


New YorK—Export Advertising 
Association has published a report 
on a survey it made of magazine 


readership in Buenos Aires, Ar-| 


gentina, showing coverage in 
homes, by economic group, of 13 
magazines. 

The study, based on a sample 


of 800 readers, shows Radiolandia, | 


weekly devoted to radio and 
movies, rating highest with 25.8% 
of respondents seeing it. El Graf- 


ico, sports weekly, was second 
with a 15.8% score; Labores, 


women’s monthly, was seen by 
13.7%, and Selecciones del Read- 
er’s Digest was fourth with 13.1%. 
Reader’s Digest financed the sur- 
vey. 

The percentages, projected, 
show total Buenos Aires audi- 
ences for Radiolandia of 232,543 
families (of 900,000 in the city): 
El Grafico, 142,053; Labores, 123,- 


. 
\ MAGAZINE 


Sell the Whole Family for 
Extra Profits! 


And the way to sell them is by 
advertising in Foreign Service. A 
recent Starch Survey proved that 
whole families read Foreign Serv- 
ice from cover to cover and believe 
Tell 
product in Foreign Service It 


Pays! 


in it.* them about your 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 
need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


260; Selecciones, 117,896; Vosotras 
(women’s weekly), 107,405; Para 
Ti (women’s weekly), 107,405; 
and others with less than 100,000 
families each. 

Earlier this year, Export Ad- 
vertising Association released fig- 


| ket. 
| 


Yardley Names Sharman 


| J. C. Sharman has been ap- 
|pointed sales manager of Yard- 
ley of London Ltd., Toronto. 


SPR esa toys lad A Sh 


‘Whiteman Joins Clinton 


'of the National Coffee Roasters’ 
Association, has been appointed 
general sales manager of Clinton 
Industries, Clinton, Ia., food manu- 
facturer. 


| 


ures on the city’s consumer mar-| 


| Schedules Home Show 


_ The Chicagoland Home Show of 

1948, sponsored by the Chicago 
| Metropolitan Home Builders As- 
sociation, will be held in the Chi- 
cago Coliseum May 1-9. 


‘Opens Frisco Office 


| Carl Whiteman, former director | 


Field & Peacock Associates, Los 
Angeles market and opinion re- 
search company, has opened a San 


Francisco office at 406 Montgom- | 


ery St., with Donald H. Arvold, 


formerly West Coast research di-| stations simultaneously during the 


rector of Batten, Barton, Dur- 


stine & Osborn, in charge. 


Films Opera for Video 


Amusement Enterprises, Bev- 
erly Hills, Cal., has purchased the 
television rights to 19 operas per- 
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;formed by stars of La Scala and 
|the Royal Opera House of Rome, 
The cperas have been filmed for 
/half-hour programs, and are being 
offered to advertisers with a plan 
whereby one sponsor can present 
an opera weekly on all television 


opera season. 


Phillips Quits Maclean 


Stanley A. Phillips has resigned 
‘as manager of Rock Products. 
published by Maclean - Hunter 
Publishing Corporation, Chicago, 


Looking for reader 
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NBC Boosts Fisher 


Sterling Fisher, adviser on pub- 
lic affairs and education for the 
National Broadcasting Company, 
has been named manager of the 
public affairs and education de- 
partment. 


Peck Appoints Morris 


Helen Deane Morris, formerly 
editor of the “Voice of Vanport,” 


has been appointed manager of | Milwaukee, 


Issues Ad Directory 


George McKittrick & Co., New | 
York, has published the 1948 edi- | 
tion of McKittrick’s Geographical | 
Directory, which lists over 14,000 | 


national advertisers, including 
/personnel and_ the advertising | 
agencies placing accounts. 


‘Schmidt Expands | 
Wilmanns' Brothers 
producer of 


(division of E. F. Schmidt Com- 


pany, Milwaukee, producer of 
creative lithographed and printed 
direct advertising material. It 
will operate as the Wilmanns 
Litho division of E. F. Schmidt 
Company. 


Spiegel Plans New Store 


Spiegel, Inc., retail and mail 
order company, will open a new 


Company, | auto-farm-hardware store in Day- 
litho-|ton, July 1. 


The company now 


the Kathleen Peck Agency, Port-| graphed labels and packaging ma-| operates a retail fashion store in 
|terials, has become an operating | Dayton. 


land, Ore. 


Quaker Starts 
Another Contest 
for Its Sparkies 


Cuicaco — Quaker Oats Com- 
pany has launched a new contest 
fcr Quaker Puffed Wheat and 
Puffed Rice Sparkies. 

The promotion is aimed chiefly 
at juveniles. Ads are appearing 


)and 999 “crisp” $1 bills. 


11 


further promotion on Quaker’s 
“Terry and the Pirates” program 
‘over ABC. 

| For the best two-line jingles on 
“my favorite breakfast,” Quaker 
will award 2,001 of U. S. Time 
_Corporation’s Kelton wrist watches 
Last 
ispring the Sparkies were pro- 
|}moted in a contest offering 300 
|Lionel electric trains, and before 
that, shortly after the war, they 


in Puck—the Comic Weekly and|Were featured in a contest which 
‘Metropolitan Comic Group, with | offered a house as first prize. 


response? 


HOL 


... and speaking 


of success... 


% Household has scored with a 


brand-new format! 


* Advertising revenue is 


than 25%—more 4-color ads! 
*% Circulation over 2,000,000—a 


new high! 


% And still the lowest cost per 1,000 
readers—$2.25 for black and 
white, $3.00 for 4 colors! 


Sherman & Marquette 
the Sparkies account. 


handles 


Seek Seattle’s Best 


The first annual advertising 
awards for the best advertisements 
locally produced and _ locally 
placed in five media will be pre- 
sented by the Seattle Advertising 
and Sales Club in May. Single 
advertisements or full campaigns 
between May 1, 1947, and May 1, 
1948, may be entered. Roger Rice, 
Station KING, Seattle, is chair- 
man of the contest. 


(Advertisement) 


A Dirt Farmer's 


Approach to 


Business 
Advertising 


By Thomas H. Young, 
Media Director, 
Calkins & Holden 


The executive planning his adver- 
tising program might learn some- 
thing from a_=efarmer’s_ spring 


| planting. 


That’s because Household editorial pages back up Household 
ad vertisers—creating a demand among the bigger, better 


up more 


small 


cities and towns. This is 


families in small cities and towns. Every issue is 
Idea-Planned . . . crammed with more than 
275 ‘“‘buy-ideas” to awaken reader interest 
and stimulate reader action. 
For example, Household talks about 
gardening—and a single 56-line House- 

hold ad sells more than $9,000 worth of 
garden tools! 

More than half of America’s retail 

sales are made to home owners in 


the 


Household market—and it now has 
the greatest purchasing power in history! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action for small cilite anal Towne 


The farmer sows more seed in 
a row than he wants plants to 
grow. He knows from his Bible 
and from practical experience that 
‘‘some seeds fall on barren 
ground.” He’s never certain which 
parts of the row will produce a 
lush crop... which, a ragged one 
—so he plants extra seed along 
the whole row. 

In business advertising, this 
farmer’s method is known as the 
mass technique. Here, too, it pays 
to plant your message throughout 
the field. This method will realize 
a greater yield from all prospects. 
Prospects your salesmen can’t get 
in to see. Prospects he never 
knew were there. Prospects out- 
side of his regular beat. 

And you also reach those un- 
known business men whose influ- 


ence with friends and associates 
helps to determine final buying 
decisions. 


With the four leading general 
business magazines, you can sow 
your sales message in the entire 
American business community... 
reach more than 1,300,000 busi- 
ness executives a month. 

And your message will take root 
in the minds of the top men who 
turn to these magazines for busi- 
ness guidance. 

Like the farmer at harvest time, 
the mass technique minded execu- 
tive will tell you at the end ol 
the year that it proved more eco- 
nomical to plant that extra seed. 


This column is sponsored by 
Nation’s Business to promote the 
use of a ‘mass technique” in sell- 


ing the business market of Amer- 
ica. 


Four leading general business 
magazines offer you in 1948 a com- 
bined circulation of 1,310,000 ex- 
ecutive subscribers, over 15 mil- 
lion pages a year on 12-13 time 
schedule. The combined rate for 


a black-and-white page in all four 
papers is only about $9,725 


Net Paid Circulation B&W Page 
Nation’s Business 600,000 $3,000 
U. S. News 
World Report 300,000 2,400 
Fortune . 235,000 2,750 
Business Week 175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation's Wash- 
4. 


Business, 


ington, 
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(Del. 1337), 330 W. 42nd St., New 
ington 4, D. C. (Re. ag Eur 
(Central 7354). G. D. CRAIN 
BRUNS, vice-presidents. 


Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


issued every Monday by idoaing Publications, Inc., 100 E. Ohio St., Chicago I! 
ork 18 (Lo. 4-2737), National Press Bldg., 
an Headquarters, 107-110 Fleet St., London E. C. 4. 


JR., president and publisher. S. R. BERNSTEIN, O. L. 
C. B. GROOMES. treasurer. - 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, Advertising Federation of America. 
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EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 
Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bldg., Walter S. Reilly, Mgr. 
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London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


postage extra. 


10 cents a copy, $2 a year in the United States. 
Myron Hartenfeld, 


Foreign 
circulation director. 
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—The Modern Millwheel of General Mills 


“Would you mind repeating that question I'm s'posed to ask the housewives?” 


| 
‘We the People’ Gets Our Vote  ~ 


“In Wall Street they tease us— 
call us ‘We the people,’ because 
our name is so long and the Mer- 
rill Lynch family is so large. But 
they miss the point. The real ‘We 
the people’ are the 150,000 men 
and women we served last year— 
they are the cross section of 
America that saved the money to 
finance American business.” 

That’s part of a paragraph, 
plucked from the 1947 annual re- 
port of Merrill Lynch, Pierce, 
Fenner & Beane. It should give 


you a general idea of the kind of | employes. 


writing and _ presentation that 
makes ‘‘We’s” annual report our 
favorite report for 1947. If 


it | 


steal a copy of “We’s” opus and 
run through it with a magnifying 
glass before you lay a finger on a 
typewriter or get within reaching 
distance of a layout pad. 

It tells you all you want to 
know. It gives you a clear insight 
into the business operations of 
Merrill Lynch. It sells you on the 
competency of the firm and on 
the value of the service it renders. 
It leaves you with a positively 
chummy feeling for Mr. Lynch 
and his 80 partners and their 2,829 
And that, said of the 


|}annual report of a_ stockbroker, 


is practically colossal praise. 
What makes it true seems to us 


doesn’t win the top award in Fi-| to be a simple thing: Mr. Lynch 


: a ‘ : 
nancial World’s annual competi-|and his regiment of partners ob- 


tion, we’re going to lose some of! viously gave real consideration to 


the tiny bit of remaining faith we 
have in the merits of awards. 
For simplicity in writing (First 
sentence: “Our profit for the year 
1947 was $1,827,952.” 


sentence: “This was after pay- 


ment of partners’ salaries and in-| 


terest of 6% on capital.” Third 
sentence: “It compares with $6,- 
216,649 profits in the previous 
year.”’)—for simplicity in writing, 
for an exceptionally well 
human being approach, for clear 
expository handling, and for sound 


analysis of basic principles, the, 


Merrill Lynch report will be hard 
to beat for a long time. 

If you have to get out an an- 
nual report, you are practically an 
idiot if you don’t beg, borrow or 


Second| 


done | 


what was to be said in the report, 


_and how it was to be said, instead 


of worrying exclusively about how 
flossy they could make it look. Not 
that the report doesn’t look all 
right. It does. But it’s a simple 
job, in two colors, 16 file-size 
pages and cover, produced by off- 


set lithography. It has some charts | 


and lots of photographs, but it is 
no art director’s dream, and it 


probably cost a tenth as much as| 


some of the “dressed up” annual 
reports we’ve seen. 

Maybe there’s a moral here, too. 
Dress up that report all you can, 


but don’t just put elegant finery 


on a clothing store dummy. Make 
sure there’s good, solid, human 
flesh and bones under the elegance. 


Contests for Newsmen 


Editor & Publisher has beaten 
us to the punch in editorial com- 
ment on the $3,000 prize offer of 
the National Physicians’ Commit- 
tee for the Extension of Medical 
Service. We are not notorious 
for our agreement with other edi- 
torial writers’ editorials, but in 
this case E&P states our view- 
point so well that we're perfectly 
willing to let them the 
editorial. 

The National Physicians’ Com- 
mittee opposes the Murray-Wag- 
ner-Dingle bill. The prizes it of- 
fers are to newspaper and maga- 
zine cartoonists for their “por- 
trayal of the meaning and impli- 
cations of political distribution of 
health care services in the United 
States.” Like E&P, we are here 
uninterested in the merit, or lack 
of merit, of the committee’s case. 
But we do believe that a basic 
journalistic principle is involved. 
As E&P puts it: 


“write” 


“The ‘contest’ rules leave no 
doubt that this is a subtle bribe 
to cartoonists to support or oppose 
certain political beliefs (accord- 
ing to how you look at it) and to 
obtain general circulation for 
those beliefs in newspapers and 
magazines. In other words, large 
cash rewards are offered to car- 
toonists for doing a propaganda 
job in behalf of the physicians’ 
committee. 

“We classify this ‘contest’ with 
those photography contests which 
require cameramen to portray 
certain products in their pub- 
lished photos—cigars, coffee, etc. 
—in order to qualify for an award. 
They are all a threat to independ- 
ent thinking, objective and un- 
biased reporting and comment in 
newspapers. . . 


“The American 


Society of 


Newspaper Editors, and all edi-| 


tors’ groups, should take a firm 


stand against such ‘contests’.” 


| 


| Reynoldsiana 

Milton Reynolds, of the under- 
| water pen of the same name, 
|about the best publicity-getter we 
‘know (unless it’s his sidekick, 
|Franklin Lamb). Another ex- 
ample is that of newspapers re- 
|porting his gift of $110,000 to sci- 
'ence. Here’s how he worked it: 

A year ago he deposited a check 
for that amount in a bank vault, 
saying the money would go to 
charity if the ink—from a Rey- 
|/nolds pen—faded in that time. The 
‘check was not exposed to light 
and showed no fading when finally 
brought out of the vault. So Rey- 
nolds said he would give away the 
$110,000—to science, not charity— 
and the newspapers dutifully re- 
ported same. 

The science: The Reynolds- 
Boston Museum air expedition to 
map the Amne Machine range in 
western China, out of which will 
come more publicity for Reynolds 
;and his Flyer ball pen. 

And trade publications, too, 
carry stories built by Reynolds, as 
witness this item. 


‘Widder Wit 

This is a sample of the copy 
Widder Bros., New York, will use 
in textile business papers. 
| Sidney Lewis & Associates is 
the agency. 


ae 


if women played ice hockey... 


| FINE FABRICS = 


WIDDER BROSau 7 pone 


Fund Raising 


St. John’s College, Annapolis, 
|works on the principle that aca- 


|demics are the heart of education. | 


| This often throws the school in- 
ito conflict with those educators 
who believe in making universi- 
| ties into genteel trade schools. 
But whatever St. John’s thinks 
about education, it is using adver- 
\tising in a very competent way, 
as it tries to raise $5,320,000. Part 
/of its campaign includes the Wall 
Street Journal, which recently ran 
,some straightforward copy, a por- 
'tion of which we'd like to quote: 
“The College believes that tough 


|ing and a free mind are vital for 
|American young men, for men in 


is 


public life, in the professions, in 
business and as citizens. The Col- 
lege hopes that this advertisement 
|will reach American men who 
‘share this belief and who have 
|resources to invest in consolidat- 
|ing this kind of education.” 


| Tovarich 


| The Boston Globe has had one 
|of its editorials reprinted by Funk 
|& Wagnalls, which still strikes us 
ias one of the best pieces of origi- 
|nal thinking we've read in a long 
time. It’s called 
Barricades,” and it’s mostly about 
Emily Post, “the great revolution- 
ist of the age.” 

The Globe goes on to say that 
“if everyone knows the right fork, 
'of what aristocratic distinction is 
it to possess that knowledge?” 

Largely due to Mrs. Post, says 
the Globe, “vastly increasing 
/numbers have become _increas- 
|ingly difficult to distinguish from 
‘those who consider themselves ‘to 
|'the manner born’.” 


| And again, “ ‘Ettiquette’ is car-| 
'rying the nation a long way in | 


the direction of equality.” 

| Agree with it? Maybe not. But 
|/Mrs. Post, and Hollywood, and 
| Magazines, have done a great deal 
'to level out many of the distinc- 
|tions which used to be fairly ob- 
vious. 

| And it makes a wonderful mail- 
ing piece for Funk & Wagnalls, 
publisher of “Ettiquette.” 


Incidentally 


A scout relays the story of a. 
in to see) 


copywriter who came 
William Ade, Los Angeles man- 
ager of Madison Advertising 


Agency. The writer was looking 
for a job, and eventually Ade 
hired him. 


mental fabric, broad understand-| 


After the job was settled, the 


“copywriter said: 
|contribute to the firm. 


| want to use them to get the job.” 


“Here are two accounts I can 
I didn’t 


Now he tells me! 


Jottings 

There evidently isn’t any field 
that isn’t meat for the coin-oper- 
ated machine boys. The Self- 
Service Typewriter Company, 
Jacksonville, Fla., has developed a 
coin box gadget for an ordinary 


|typewriter which enables one to 


purchase “220 lineal inches of typ- 
ing for a dime.” When that much 


| space has been used, the machine 


locks. . . 

Johns - Manville has a _ vice- 
president, Laurence C. Hart, in 
charge of relationships. . . 

Boston U. is running a public 
relations survey course for mem- 
bers of the armed forces... 


“Emily at the) 


Advertising Age, March 22, 1948 


| The following documents may be 
‘secured without charge from com- 
| panies sponsoring them or through 
| ADVERTISING AGE, by any national 
advertiser or advertising agency 


executive writing on his business 


‘letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 


No. 3023. The Variety Market 
Reference Guide and Market- 
ing Map. 

Syndicate Store Merchandiser 
has issued this map with accom- 
|/panying market data and a circu- 
lation analysis. The map shows 
state and sectional distribution of 
|variety syndicates and indepen- 
ident stores; per cent of national 
variety sales by states and sec- 
‘tions; compilations of variety syn- 
‘dicates and number of stores in 
cities of 100,000 and over, and 
headquarters, buying and district 
offices of major variety syndicates, 


'No. 3024. Country Gentleman’s 
1947 Farm Market Data Book. 


Starting with an evaluation of 
farming as a business, this data 
|book, issued by Country Gentle- 
man, contains state-by-state sum- 
maries of the farm market, show- 
ing number of farms; ownership 
of autos, tractors and trucks; elec- 
tricity; value of land, buildings 
and farm products, and Country 
Gentleman circulation. 


No. 3025. The Liquor Story in 
New Orleans. 

| The New Orleans Item has is- 
sued this folder, which shows the 
types of stores (and how many) 
that sell liquor, where they place 
their advertising and how much 
they pay for it. 


No. 3026. Nobody Profits Till 
Something Is Sold. 


“And somebody has to sell the 
dealer before the dealer can sell 
the customer,” the Associated 
Business Papers continues, in this 
presentation on behalf of mer- 
chandising publications. 


|'No. 3027. The Bureau of the Cen- 
sus Reports on San Antonio. 
Tex. 

The San Antonio Light has is- 
|sued this folder dealing with pop- 
ulation characteristics, housing, 
‘employment, retail sales and other 
'market data for San Antonio. Also 
included is a circulation break- 
down and a comparison of adver- 
| tising linage. 


No. 2953. How Pathfinder Be- 
came America’s Second Larg- 
est News Magazine. 

Pathfinder has issued this re- 
port, which tells about the growth 
and progress of Pathfinder since it 
was purchased by Farm Journal 
in 1943. The report covers edi- 
torial content, circulation, adver- 
tisers, readership and market. 


No. 2993. The Bright Spot. 


The metropolitan Oakland mar 
ket is covered in detail in thi 
brochure, issued by the Oaklan 
Tribune. Replete with illustra 
tions, tables and graphs, the stucy 
includes data on population, in- 
dustry, income, sales and man) 
other factors, and a circulation 
analysis of the mewspaper. 


No. 2994. 15th Survey of Beau'y 

Dell Publishing Company’s 151 
beauty survey shows brand pre!- 
erences on 52 different classifica- 
tions of cosmetic products, base 
on a sample of the 5,600,000 youn: 
women readers of the Dell Mo 
ern Group. Market percentagt 
held yearly since 1936 by leadin 
brands are shown, as well as t® 
over-all use of each type of prod 
uct. 
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T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


DON'T 

BE 
SPELL-BOUND 
BY 


You need today’s facts 
and figures on Philadelphia... My 
America’s 3rd Market! Ml 


Marketing data must speak for itself. ; 
Be sure you are paying heed to only the latest Yu Mes: Ta 
statistics. In Philadelphia, today’s 

facts and figures show THE INQUIRER 
out front in PRODUCTIVITY... 


first in advertising linage. 


THE PHILADELPHIA INQUIRER in 1947 carried more 
than 28 million lines of advertising—largest volume ever 


published by any Philadelphia Newspaper at any time. 


NCW IN ITS 15TH YEAR OF ADVERTISING LEADERSHIP 
IN PHILADELPHIA 


** Sanna ns === 


he Philadelphia Inquirer 


Exclusive Advertising Representatives 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 
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1947 PRIZE KITCHEN 


1947 PRIZE DINING ROOM 


hollowing thru with an editorial attraction \¢ 


icago | ribune’s 


BETTER ROOMS 


1947 PRIZE 
LIVING ROOM 


| AsT summer the Chicago Tribune began placing | yea 


before readers the first of a series of editorial } the 


presentations which proved to be one of the most § des 
potent attractions of its kind ever launched by this § liv: 
newspaper. wil 

Sunday after Sunday last year and continuing | es 
in 1948, full-color displays of the prize-winning en- [ 6° 
tries in the Tribune’s $26,250.00 Better Rooms com- 
petition captured the interest and imagination of 


home-minded readers. 


As evidence of the appeal of these fresh and | ‘™ 
interesting ideas in home interiors, Chicago stores | '"*€ 
constructed last fall in their own establishments 22 | 
rooms, completely furnished and decorated, reproduc- 1,6 
ing in life-size prize-winning entries produced by 
the Tribune’s project. | desi 


sale 
Climaxed by a Festival 

These store displays were made the hub of 2 | est i 

great community-wide event known as the Chicago- | for 
land Home and Home Furnishings Festival which fanot 
during the autumn attracted more than 140,000 per- Pwhi 


sons to see the Tribune prize rooms alone. Mos| 


With home equipment in greater supply this | ave 


CHICAGO 


The World’: | Gre 
| 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago ! E. 
E. P. Struhsacker, 220 E. 42nd St., New York City ! —— 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC RST 
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of demonstrated appeal to the home-minded! 


1948 $26,250.00 
COMPE TE TION 


year, even greater numbers of families will have 
the opportunity to give effect to long pent-up 
desires to make their homes more attractive, 
livable and appealing. ‘To help them the Tribune 
will pay $26,250.00 in 161 cash awards for the 
best entries submitted in accordance with the 


competition rules. 


In June — The New Prize Winners! 


After the prize winners have been de- 
termined some time in June, it is the Tribune’s 
intention again to reproduce them in full-color, 
week after week, for the readers of more than 
1,600,000 copies of its Sunday issue. 

Again Chicago stores have indicated their 
desire to reproduce the prize winners on their 
sales Hoors. 

The editorial qualities which build deep- 
est interest among readers produce the best results 
for advertisers. In this project is to be found 
another example of the reader service enterprise 
which keeps the Tribune out in front as Chicago’s 
most widely read newspaper and most productive 


advertising medium. 


TRIBUNE 


Greatest Newspaper 


‘ORK, INC 


E. Bates, Penobscot Bldg., Detroit 26 
\'zpatrick & Chamberlin, 155 Montgomery St., San Francisco 4 


1947 PRIZE BEDROOM 


For Complete 
Details 


and rules of the Better 
Rooms Competition of 
1948, interested parties 
are invited to send for a 
tree copy of a brochure 
which will be sent  post- 
paid. Address requests to 
W. C. Kurz, Manager, 
General Advertising, Chi- 
cago Tribune, Chicago 


11, Ill. 


XST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


1947 PRIZE 
LIVING-DINING ROOM 
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By STANLEY E. COHEN, Washington Editor. 


War Scare Brings Danger 
of Inflationary Pressures 
WasHINGTON—The tragic reali- | 8™@™, what of housing? Automo- 
ties of national security once more | Piles? 
dominate Washington 
Once-the danger of another world|in government spending, war talk 
war is recognized, the economic 
implications of vast defense pro-| tionary pressures which may pre- 
grams must be faced. 
Crazy considerations: 
the need for increased production | 


from the market. 


Assuming a synthetic fuel pro- 


thinking.| Even without an actual increase 


inevitably leads to fresh infla- 


ton last month. 
Presidential 


Assuming | had been anticipated for 1948. 


real issue,’ 


economic 
vent the leveling of prices which Edwin C. Nourse was unwilling 
to say last week whether the steel 
Consumers may resist at retail | increase is “profiteering” 
of aircraft, what happens to wash-! or wholesale, but prices are rigid | “The 


The Senate reared up in wrath 
against profiteering last week and | 
voted $160,000 of extra money for on an almost impossibly low ceil-| fortably Tuesday after mustering 
, , ‘ FTC, with instructions to use part|ing on the price which the govern- 

9 ’ 
ing machines and refrigerators? of it for an investigation of “ad-| 
ministered prices.” 
this investigation, pigeonholed by | writers for 
the House appropriations commit- | 
tee, revived after steel makers 
boosted some of their prices $5 a 


Support for) 


adviser 


or not. 


according to 


\tee hearings 


Advertising Age, March 22, 1948 


or higher if business men andj{Nourse, “is whether in the inter-|by the handicaps on the purchase 
speculators try to hedge against|est of the health of individual| of new machines for the govern- 
the day when certain commodi- | companies, 
ties or components may disappear | this way to add to the inflationary |ment machines are quite old, re- 
| pressures on the economy at this| pair bills have increased spec- 
time.” 


it was necessary in| ment. Since many of the govern- 


| | tacularly. 
ke * es * * Ba 


For years, Congress has insisted | The dairy lobby sat back com- 
‘a 16-10 vote blocking legislation 

ment pays for typewriters. Now, | to repeal taxes on margarine 
claiming that there are 3.6 type-| Safely in the House agriculture 
every government | committee. But the dairy block 
clerk and typists, it is banning |™4y soon learn that margarine 
typewriter purchases entirely. legislation is not to be forgotten 

House appropriations commit- | @4sily. According to the word we 
in the Treasury’s | 9° margarine makers will soon 
1949 budget contain some illumi- take to sizable newspaper ads put- 
nating testimony on the tactics of | "9 the finger squarely on men 
typewriter salesmen, including an | “ho “t blocking margarine tax 
indication that some typewriter | ™@Pe. 


A * * i 
manufacturers may be profiting 


An important source of govern- 


f the te ai the 
“ "thernar aes ete B 


i froo Nnace ae nig 


Hous 


Metropolitan Washington ‘write construction costs of mass 


The highly literate Washington, D. C. market 
supports 4 daily and 3 Sunday newspapers. Of these 


The Star affords advertisers superior coverage because 


@ over 78% of The Star’s circulation is home-delivered, 


@ over 95% 


City and Retail Trading Zones. 


e daily or Sunday The Star reaches more homes than any 


other Washington newspaper. 


For sales in the nation’s capital, advertisers look to The Star— 


the newspaper with reader-confidence inspired by 95 years 


of publishing integrity. 


The Washington Star 
Represented nationally by 
110 BR, 


Lurz Co., 


Dan A. Carron, NYC 1 


Tripune Tower, Curcaco Il 


12NpD Sr... 


THe Joun E. 


wee §=6Y OU Tre looking at the newspaper 


that reaches the most homes in 


of The Star’s circulation is within the {BC 


ment advertising may dry up con- 
siderably if Congress passes H.R. 
| 5287, a bill approved by the House 
| judiciary committee recently, mak- 
‘ing it discretionary rather than 
|mandatory for courts to advertise 
‘bankruptcy proceedings in legal 
notice departments of newspapers. 
|The committee questions the value 
of this advertising, and suggests 
that courts might cut their spend- 
ling by $50,000 below the present 
| $80,000-a-year rate. 

| * * i 


Public Printer Augustus Giegen- 
'geck has left the Government 
Printing Office — world’s largest 
print shop—to join a New York 
graphic arts consulting firm. For 
13% years Giegengeck has earned 
$10,000 for directing production of 
$65,000,000 of printing. His new 
job pays “better than double” his 
government salary. 

* * 

Senate Republicans squared off 
for a knock-down and drag-out 
fight over public housing features 
of a long range housing program 
endorsed last week by the joint 
congressional housing committe: 
headed by Sen. Ralph Flanders 
(R., Vt.). Flanders urges research, 
improved methods of financing 
and other steps to enable private 
‘enterprise to provide 1,250,000 to 
1,500,000 dwellings annually. Other 
Republicans, headed by Sen. 
| Joseph McCarthy (R., Wis.), are 
‘against him, however, on provi- 
sions for 500,000 publicly financed 


units annually for low income 
families. 
* a * 
Home builders, incidentally, 


warned last week that it may be 
“too little and too late” for vol- 
ume construction this year unless 
Congress rushes through more 


| money to enable FHA to under- 


| speculative housing developments 
| projected for the next 12 months. 
‘The industry is reported ‘mark- 
ing time” after using up $750,- 
_000,000 authorized during the spe- 
|cial congressional session. Home 
builders are also warning that 
mortgage rates may have to in- 
crease in the near future. 


Philco Ads ‘Extended’ 


John Ballantyne, president of 
|Phileco Corporation, Philadelphia 
/has announced that the compan! 
be developed the most extensiv 
advertising program in its histor 
_for 1948 to promote Philco prod 
ucts. Sales last year totaled abc 

| $225, 000,000, compared with $143, 
000,000 in 1941. The company a 
declined to disclose how much 
will spend for advertising thid 
| year. 


Nu-Youth Renamed 


Kathryn, Inc., 
maker, has 


Chicago cosme!'4 
announced it 


shortly begin advertising a new 
Kathryn’s Hormone Creme, ‘°€% 
placing its Nu-Youth Hormon 
Creme seized by the Food a 


Drug Administration last fall \ 
misbranding. The new prodt 
to sell for $1 in a redesigned ja 


will be advertised in magaziré 
and other media, beginning 
April. Hill Blackett Compan! 


Chicago, is the agency. 
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exhibition 


Chicago’s top designers of fine printing 
submitted 735 examples of their 
work. 149 pieces... including 11 award 
winners... were selected for this 

2Ist Annual Exhibition of Design in 


Chicago Printing at the Art Institute 


of Chicago, March 20 to May 2, 1948 a a ae 
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judges Frances Owen, Art Director, 
Marshall Field & Company 


Serge Chermayeff, President, 
Institute of Design 


Frank Livingston, Art Director, 
Dancer-Fitzgerald-Sample, Inc. 


In appreciation of the work done by the STA 
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to encourage higher graphic arts standards, this space is donated by collins, miller & hutchings, inc. 


makers of fine engravings. 
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You can sell more through 


# 
Americas | magazine for boys 
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Right this moment our 454,122 subscribers—1,725,663 readers 


—make a wonderful market for all kinds of products needed by fast growing 
youth. In a few short years these fellows will enter business, spend their own 


money, create new wealth for the advertiser who wins their loyalty today! 


Follow the hard headed example of many of America’s top manufac- 
turers who constantly use Boys’ Life, the national magazine for Boys, 


published by the Boy Scouts of America. 


First in advertising volume; first in paid subscriptions; tops in readership and buying response 


for boys—published by Boy Scouts of America 


fr 


he national magazine 
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JUST IMAGINE 


your sales message being read and 
absorbed by the 18,000,000 wey 
visitors to the World's Playground, 
Atlantic City! 


DON'T HESITATE ... 


Write today for details about 
this dominant location. 


The R.C Maxwell Co. Trenton N.S 


Issues Nylon Sales Aid 


The nylon division of Du Pont 
de Nemours & Co., Wilmington, 
Del., is distributing to advertising 
agencies a new booklet called 
“Basic Nylon Information,” deal- 
ing with the properties of nylon 
textile fibers in terms of their con- 
tribution to finished merchandise. 
Designed for copywriters of ads 
and promotional literature, the 
booklet offers suggestions on sell- 
ing angles. 


Ups Weaver and Kenney 


pointed assistant treasurer of 
Griswold-Eshleman Company, 
Cleveland agency, and V. C. 
Kenney has been made a member 
of the board of directors. Both 
have been with the agency for 
some time. 
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Women never buy a product 
for itself. They buy a 
‘“‘mental picture’”’ of 


will do for them. 


The vivid ‘‘mental 


pictures’’ of better living 


by McCall’s editors 


are helping make over the 
homes of America. Every 
month, women in more than 
3,600,000 homes are inspired 


‘*mental pictures.”’ 


Advertising in 


McCall’s—with its Three- 
Magazines-In-One make-up 
—gives you an ideal oppor- 
tunity to match your product 


women’s moods and 


fit your brand name into their 


mental buying pictures. 


ADVERTISING REALLY MOVES INTO ACTION OFF THE PAGES OF McCALL’S ! 


W. A. Weaver has been ap- 


FREE....c besusiful reproduction of the Bill of Rights Te dcemen she pom yoo joer rove 
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Pee eee 


Ponte Tome Fs hee par ee a he SL keukebied 
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FREE COPIES—Standard Oil of Cali- 

fornia is giving away 1,000,000 copies 

of the Bill of Rights. The large repro- 

ductions, suitable for framing, are of- 

fered free in this full-page ad promot- 

ing the Freedom Train in seven states. 
BBDO is the agency. 


First Agency 


Group Names 


Award Winners 


New YorK—A. E. Aldridge As- 
sociates, Philadelphia, received a 
special award for a complete ad 
campaign introducing Red Rascal 
toys in the First Advertising 
Agency Group’s annual awards 
competition here. 

Ten regular awards also were 
presented to agencies entering the 
competition. Holden, Clifford & 
Flint, Detroit, took first place in 


the magazine ad and supporting 
merchandising class. W. E. 
Featherstone Agency, Salt Lake 
City, received a regular award for 
a newspaper drive, with Simon & 
| Gwynn getting an _ honorable 
| mention. 

| Other citations went to Keelor 
|& Stites, Cincinnati, for a trade 
|publication drive; to Simon & 
|Gwynn for a radio series, with an 
| honorable mention to Advertising, 
Inc., Richmond, also for a radio} 
series. 


Adve 
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turn 


The direct mail award was given Le 


be the Conner Company, San Fran-ff 
_cisco, and an honorable mention} 
|in the same class to the Mayers 
Company, Los Angeles. 
Advertising, Inc., also took an 
| award for an outdoor poster series: 
|Mayers Company for a car card 
| series; Melvin F. Hall Advertising 
|Agency, Inc., Buffalo, for a bul-} 
|letin series and Holden, Clifford 
.& Flint for the best agency pres- 


| entation. 
| 


‘Textron Boosts Fuller; 
Freeman, Whitman Quit 
| Margaret Fuller, formerly as- 
sistant general merchandise man- 
ager of the home fashions divi- 
|sions of the Nashua Mills division 
|of Textron, Inc., New York, has 
|been appointed general merchan- 
dise manager of the division, suc- 
ceeding Robert Freeman, who has 
| resigned. 

| Reginald L. Whitman, merchan4 
|dise manager of the blanket di- 
vision of Nashua Mills, and wit! 
Textron for the past 12 years 
_will resign from that post or 
| April 1. 


| Decker Joins Federal 


Ralph Decker, formerly in th 
|advertising and sales promotio! 
|department of the transmitter di 
vision of the General Electr! 
Company, has joined the sales 
promotion staff of Federal Advers 
| tising, New York. 


To Klingensmith 


| H. M. Klingensmith Compa 


/Canton, O., has been appointed | 
j|handle the advertising of Go 
|Roads Machinery Company, Mir 
erva, 
plows, 
chinery. 


O., manufacturer of sno’ 
spreaders and road mé 


Pes eae. ee Mg eee et Oo, ea yaar | Se OR Se EA ROP aa ee ae Cy ae LURE End late Tet es PON Re ON as, ion oe Die oes. 1)-) ied, to A ee te 
Sn NE Ra EES i er ORR ae IE it aa ey CRATE RN MRE ICS Gi, 
. SL TW REISS SRI eee 8 ————— ee ae - ee . 2 
| Advertising Age, March 22, 1948 = 
2s 20 
_ -. oa Wd 
- os a ak ip hee hak SS | United Swales. 

L 1 | 4 | ee aoe 
i tt al | ne a ern 
———————————— | = Se Ee one-t 
ri. ET a) | am eee pe? 
———mmm—mmneee — i eee teal 
es CC ee ee \ | oe 
Sgt Oe Li hs Se ie j / tb eae 
> Ee eS, WW Ee ee eee 
—. i en Oe tam 2 as alll ‘sas “Ae 
‘el is cae gm = RA nae Ro => | — —— ci 
: : & $F wi ; aa ) % mtv ey ficins 
a ae LP. % ; duct 
—eey -— Se ie. wz —————— 
nee } ~ (se Ae" 4 8 ie ey a color 
ao — i E: "| | wR ESE AM GE ed SSS: | said 
_ tion. 
print 
— 
for § 
coal Ré 
ae — k.. 
_—n << Ff 3 
) sl ae . Red > ie aie ath : oa 4 ot rata : 7 ad ; x : 
Se ——<-_ >, << N | 
a Ye Z. , zi Bes) ett a & tm. perc : Be *s WHE pe 
| » tee AN 
: . ‘ ' 8 % o a Bes 
| ; y 4 , iy y sp <9 N 
- | . = ' pn wo ee 
Vy - oe gHoPs ee 
. a “ q : it as Wy Sci, | 
Ti ie 
q ys iy ‘ at ae . . ag i: 
me ~ n —— rae ye bat as 
: 7 Jd “\ ie. J 
; ss , (Gigs. . : . 
| ; , a ' — & rt 
f oe Sy NE Pm 7 
il —. . cTuR 
za in ae 4 sy es ' A pl D 
7 ii " . “es ‘ z q MIN 
a Fach ot : -. \ . > q Ce A , 
be %  —_—- ; —> a ks — aN Po 
! Era a . a 
aS res Ne, ORR. 7 | 
eh ; ea ' 

| “9 ahs . af ey , § be: : se , RE in , RE IN 

| 7 > > - : 2 ¥ ee: b i 

| ~ a PR vo nen YO, fl), 

a e. 2 7 iE af eT 
' “e <= nh Rs t 

| com 4  <- “on 

| } : oa quatt | 

=, ’ o or ais t aq 

<a, a 

- 1 = an La a 4 

| = * ih “ee9 a a 

| il | | m- & . Oe ee 

| ee po 

| ee ————] 

P| 


ige As- 
eived a 
jlete ad 
Rascal 
ertising 
awards 


30 were 
ring the 
fford & 
place in 
eT 


Simon & 
onorable 


» Keelor 
a_ trade 
imon & 
with an 
vertising, 
a radioy 


yas given 
an Fran- 
mention 

> Mayers 


took anf 
er series;f 


_ Clifford 
ney pres- 


ler; 

2 Quit 
nerly 
lise man- 
ons divi- 
s division 
York, has 
merchan- 
ision, suc- 
, who has 


as- 


merchan- 
lanket di- 
and witt 
12 years 

post 0! 


ral 
rly in th 
promotio! 


ral Advers 


Compan) 
ypointed | 
* of Go 
vaany, Mir 
> of sno 
road ma 


Advertising Age, March 22, 1948 


Transcolor Offers 
Half-Price Color 


New YorK—Transcolor Corpo- 
ration, 527 Lexington Ave., has 
introduced reproductions in full 
color at prices from one-half to 
one-third the cost of “normal 
printing methods.” Winthrop P.) 
Moore, formerly of J. Walter 
Thompson Company, heads the 
organization. 

Through newly discovered| 
methods, he said, original plate-| 
making costs “have been brought. 
down drastically without sacri-| 
ficing quality or fidelity.” Repro- 
ductions may be made from any} 
color transparency. The process is | 
said to be especially useful to. 
publications with limited circula-| 


_ tion. 


Counter and display cards and 
prints for salesmen’s kits may be 
turned out for as little as 25 cents | 
for 8x10 size and post cards. 

Radio and other stars are told 
that by this new print method 


The 40th retail market 


DAVENPORT | 
ROCK ISLAND £ 
MOLINE 
BAST MOLINE 


"Member of the 
FIRST—WEAF (NBC) 
—Network." 


e 
MINNEAPOLIS 
$7 Pau 


cHIcaGo @ 


= 


QUAD CITIES 


WOC woe-rm y 4 


5,000 Watts, 1420 Ke. 
BASIC NBC Affiliate 
Col. B. J. Palmer, Pres. 
Bury! Lottridge, Mgr. 


DAVENPORT, IOWA — 


National Representatives: 


|group which has purchased May-. 


they may give their admirers color, sheet metal products. Executive 
instead of black-and-white photo- | and sales offices are in Milwaukee. 
graphs. 


——_———_ ABC Picks Video Site 
Stryker Heads Maysteel American Broadcasting Com- 
Clinton E. Stryker, former ly | pany has announced plans for the | 
president of Adel Precision Prod- | /construction of a television trans- | 
ucts Corporation and Aerco Cor-/| mitter on Sutro Twin Peaks estate 
poration, Burbank, Calif., has in San Francisco. The station, 
been elected president of Maysteel KGO-TV, 
Products, Inc., which has plants cperation by December. 
in Mayville, Sheboygan and Hart- | transmitter for KGO-FM, now op- | 
‘ford, Wis. Mr. Stryker heads a erating on a temporary site in 


steel, manufacturer of fabricated | Sutro. - 


own agency, Gar W. Yates Adver- | 


is expected to be in’ 
The | 


East Oakland, will be moved to | formed Western Trade Editors 


21 


William J. Bowen, California Ap- 

Yates Opens Agency parel News, vice-president; Bill 

Gar W. Yates, formerly with Clark, Gas, secretary, and Tom 

George W. Hughes Company, ad- Watson, Cleaning & Laundry 
_vertising agency, has formed his News. treasurer. 


| tising, with offices at 840 N. ae | 
igan Ave., Chicago. 


Trade Editors Elect | 


Romance in Client's Product? 


Yes, if Alexander McQueen serves it 


: fc h 
Bruce Bryan, editor of Western | feature, "Nothin but the Truths 
Photographic Market, has_ been) His stuff delights your client. 
elected president of the newly || ALEXANDER MCQUEEN 5222 N. Lakewood 


(*Reg. U.S. Pat. Off.) Chicago 40, Ill. 


Club. Other officers elected are: 


progressive. 


* Send for a copy of 
readership survey 
.« ifs informative. 


FREE & PETERS, Inc. _ 


Advertisers quickly sense this ultimate 
degree of PM's responsiveness. 


in New York it’s 


“Circulation coverage’ —without depth in 
reading interest —means little. Whether 
in thousands or millions, circulation 
makes product sales, not just with copies, 
but with the depth of reader interest. 


PM is deep in the hearts of its readers. A depth that starts 
sales-action. Because readers believe in PM’s editorial integ- 
rity and progressive liberal purpose. Because it is an intimate 
newspaper with extraordinary reader confidence, loyalty, 
respect and fervor. 


They are young readers, young enough to have many needs — 
things that you sell; mature enough to be able to pay for them. 
Liberal thinkers are liberal spenders ... 


. receptive, eager, 


in the high 


value 


HL 


HAA 


Represented Nationally by Lorenzen and Thompson Inc. 
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HE most popular sportsman’s magazine at the news- 

stands—now Outdoor Life has more eye value, more 
readability, more color, more appeal...and editorial author- 
ity and leadership topped by no other magazine in the field 
—BUT NONE! 


| Pen revenue is at an all-time high... and 
circulation exceeds anything in Outdoor Life’s 50 years— 
all this in spite of no large-scale promotions, no artificial 
circulation ‘‘shot in the arm.” 
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APRIL, 1948 


AND LET’S TACK THESE DOWN FOR THE RECORD 


Largest total — and largest percentage — of newsstand sale 
of any magazine in the field. 


OVER 700,000* CIRCULATION 
—average first 3 months of 1948. That means 


about 100,000 BONUS CIRCULATION 
over 22 MILLION READERS PER ISSUE 


ALL THIS WITH NO INCREASE IN RATE For 1948! 


*Publisher’s estimate 
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Outdoor Life? 


hag 
np Sin, ka, Ay, bear 


Over 2 Million Times \ AH 

in the Past 6 Months SF | 4 eo! | 
-~- —4 

Men Walked to the News- WASY|H IC) I 

stands for Outdoor Life 


That’s a lot of walking. That’s reader 0 ll td () a ‘ | 
loyalty. That’s intense reader interest. 


That’s circulation that pays off double . . . 353 Fourth Avenue, New York 10, N.Y... . 
for advertisers — it’s a “‘plus’’ that only Chicago: 360 No. Michigan Ave. ... Los Angeles: 1022 Garfield Bldg. 
Outdoor Life in its field can give you! = San Francisco: 1014 Russ Bldg Seattle: 618 Second Ave. 
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Retail Jewelry Store in U.S. 


7! 


NATIONAL 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A. listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation—a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


a 
CHARTER CCA fj Memeer 


—100% Coverage 
Because jewelry stores spe- 
cialize in small, portable 
‘quality’ articles exquisitely 
designed for persoral or 
home use — durable articles 

ELER 


ultimate in artistic design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


\‘Times’ Read in 11,914 


representing not only the . 


U. S. Cities and Towns 


The New York Times is now 
read in 11,914 cities and towns 
throughout all the 48 states and 
the District of Columbia, the 
newspaper recently reported in a| 
new circulation analysis. The 
Times reports there are now l,- 
900 more communities reading the 
paper than in 1941, the last time 
a circulation study was made. The 
weekday editions of the paper, 
with a circulation of more than 
500,000, are read in 6,553 places 
jand the Times Sunday edition, 
with more than 1,000,000 circula- 
tion, is read in 11,270 places. 


Bolway Opens PR Firm 


Ruth Ann Bolway, former as- 
sociate promotion director of 
Charm, New York, has opened a 
public relations office at 33-54 
83rd St., Jackson Heights, Long 
Island. Her first account is Jean 


Nate, Inc., New York, bath line. 


ANPA Mails Directory 


to 1,074 Newspapers 


The annual directory of mat 
services made available by manu- 
facturers to retail advertisers, and 
published by -the retail division, 
Bureau of Advertising, ANPA, 
New Yerk, has been mailed to the 
bureau’s 1,074 daily newspaper 
members. 

The 50-page directory includes 
a list of almost 1,000 advertised 
consumer products for which re- 
tail promotional aids have been 
developed. 


Four A’s Closes Meeting 


Due to limited accommodations 
and heavy advance registrations, 
the American Association of. Ad- 
vertising Agencies has decided 
not to invite advertiser and media 
guests to the 30th annual meeting 
of the Four A’s at the Cavalier, 
Virginia Beach, Va., April 7-9. 
Sessions on April 8 ‘and 9, how- 
ever, will be open to the press. 


In the Big SEATTLE Market—_ 
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“Ci irc slalion now exce pole 
200,000 Daily 


Thi SEAT 
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230,000 Sunday 


ONE PUNCH...“ 
fight. In Seattle ONE newspaper delivers a knock-out 


live here! 


It's a BIG market... a 


New York - 


on the button”. 


Detroit 


. can win the 


punch for advertisers every day of the week. The 
SEATTLE TIMES is read in 3 out of 4 homes in the 
Seattle Trading area. Nearly 750,000 prosperous people 
GOOD market... an 
EASY-TO-SELL market because ONE DOES IT...The 
SEATTLE TIMES. You can't sell Seattle without -The 
TIMES. You will sell Seattle with The TIMES alone. 


LE TIMES 


reovesentes vy O'MARA & ORMSBEE, INC., 


Chicago Los Angetes - San Francisco 


IRON FI EMAN HEATING 


ALL THREE—Iron Fireman's 1948 ad 

drive features automatic heating and 

a choice of three fuels. Oil burner 

sales, up over coal stokers last year, this 

year are back in second place as a re- 
sult of the oil shortage. 


Iron Fireman’‘s 
1948 Drive Plugs 
92 Items in Line 


PORTLAND, ORE. — Twenty - five 
years ago, Iron Fireman manu- 
factured 30 coal stokers in the 
entire year, and cautiously ven- 
tured $2,500 on a test advertising 
campaign. The test paid off—to 
the point where the company last 
year came up with a profit of al- 
most $1,000,000. 
And this year, in 21 magazines 
and trade publications, 600 news- 
papers, dealer co-op radio shows 
and posters, and a wide list of 
Canadian periodicals, Iron Fire- 
man’s familiar coal-shoveling 
robot will boost 92 different pieces 
of oil, gas and coal burning equip- 
ment. 

A consistent national advertiser 
for 20 years, the company started 


at a time when there was a vast 
surplus of slack and screenings 
coal in the country. It introduced 
the Iron Fireman stoker to utilize 
this coal, which was then avail- 
able at one-half the price per ton 
of regular lump coal. Savings on 
fuel costs and efficient combustion 
enabled Iron Fireman to build a 
national organization quickly. 

Automatic temperature and 
pressure control instruments were 
added to the line gradually, and 
the slogan, “Iron Fireman, the 
machine that made coal an auto- 
matic fuel,” was adopted. 


More Oil Burners Sold 


By 1939, the company had made 
|plans to crash the oil and gas 
firing field with its characteristic 
radiant type fire box and Vortex 
oil burner. The war interfered, 
however, and it was not until last 
year that Vortex production was 
sizable, but in that year for the 
first time, Iron Fireman sold more 
| oil burners than coal stokers. This 
year, however, the coal stokers 
again have taken the lead, as 4 
result of the oil shortage. 

Kicked off by full-color pages 
and half pages .im.the Saturday 
Evening Post, the 1948 consumer 
magazine drive will continue with 


similar space in American Home, 
Better Homes & Gardens, Busines: 
Week, Newsweek, and a long lis 
of trade publications. Six maga 
zines and four business papers 
are scheduled to carry the drive 


in Canada. 

The Joseph R. Gerber Compa: 
| which created the coal shoveling 
| robot trademark when it took ov“: 
| the account in 1923, still handles 
“Iron Fireman advertising. 


Jones Renominated 


At its annual southwestern re 
gional meeting in Dallas, Texas, 


Oklahoma, Louisiana and Arka! 
sas, members of the Public Util 
ties Advertising Association nom 
nated Howard Jones of th@ 
Oklahoma Natural Gas Company: 
Tulsa, for reelection as region! 
chairman. 
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Haire Urges ABP 
Membership Drive 


New York—Andrew J. Haire, 
president of the Associated Busi- 
ness Papers and of Haire Publish- 
ing Company, has called for ag- 
gressive promotion of the asso- 
ciation to eligible business papers 
who do not now belong. 

Writing in the “ABP Newslet- 
ter,” Mr. Haire pointed out that 
of 1,800 business papers listed in 


demonstrating to advertisers and 
agencies the contributions ABP 
has made through the years and 
is now making to greater use and 
appreciation of business papers. 


Abbott Rejoins Baker 


Moreton Abbott, after an ex- 
tended leave of absence, has re- 
turned to Lynn Baker, Inc., New 
York, as copy supervisor. David 
Fackler, formerly with Benton & 
Bowles, New York, has joined the 
agency’s media department. 


Northeast to P&R 


Boston. 


Textron, Inc., New York, 


Nashua Promotes Robison | 


Standard Rate & Data Service, 
there <e only 150 eligible besides 
the 136 which now belong to ABP. 

He urged that publishers sell 
the advantages of -membership 
more aggressively, particularly 
through salesmen, and he pointed 
out that “in the entire advertising 
fraternity, ABP is today the only 
force that is consistently working 
toward the upbuilding and greater 
appreciation for all business 
papers.” 

He said ABP headquarters 
would shortly produce a brochure 
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director of the division. After being used on Stations KNBC, 
we _serving with the Army air forces) KGO, KFRC, KQW, KSFO and 
Northeast Airlines, Boston, has) quring the war, Mr. Robison re-|/KYA. Long Advertising Service, 


appointed Pedlar & Ryan, New | turned to Nashua as assistant gen- 
York, to handle its advertising. eral sales manager in February, 


The account was previously han- | 1946, and was appointed general | 
dled by Chambers & Wiswell, | 


The Sumnar, Wash., Rhubarb) most consumer ad plans? 

James E. Robison, who has been | Producers Association is promot-| Sent FREE to adver 
with Nashua Mills, a division of | ing its Sumnar winter rhubarb in| tisers. $1.00 to® ethers. 
since | the San Francisco Bay area with 
1940, has been appointed to thea series of radio spots. 
newly created post of marketing | economist participating shows are 


San Francisco, handles the ac- 


| count. 
|sales manager in November, 1946. | 
| Do you know “Four 
‘Promotes Rhubarb Crop = S««'s!s 9 Selling 


| Power” ignored in 


Box 7000, Advertising Age 


Home | 300 E. ohio St.. Chicago 11, Mil. 


LIVESTOCK FARMERS RECEIVE TEN BILLION DOLLARS CASH FARM INCOME 


ae 


PEOPLE CAN'T EAT GRASS 


BOUT 55% of the land area of the United 

States is suitable only for grazing. Were 

it not for livestock this vast acreage would pro- 
vide little, if any, food for humans. 


The millions of calves and lambs grazed 
each year are merely grass turned into meat. 
Before the fattening for market period begins, 
these animals utilize the only feasible product 
of over a billion acres—grass which otherwise 
would be wasted. 

In the fattening process, livestock makes 
further notable contributions to the national 
well-being. Cattle, hogs and lambs consume 
85% of the annual corn crop, large surpluses of 


other grains and a tremendous tonnage of the. 


by-products of crops—the straw and stalks 
which, in exclusive grain farming, are com- 
monly allowed to waste away in the fields. 


THE-- PUBLICATIONS - 


deme me + 


uF 


People can’t eat grass, stalks and straw, but 
they can and do eat the meat these waste 
materials and surplus grains produce. 


Livestock farming is efficient farming and, 
as a result, those engaged in it are progressive 
and consistently prosperous — the backbone of 
America’s farm buying power. 


From production, care, feeding and man- 
agement on ranch and farm through market- 
ing to the packer, THr Corn Bett FARM 
DaiLies cover every phase of the livestock 
farming business. Issued daily from the four 
great terminal markets, these publications of 
the ten billion dollar livestock industry provide 
the specialized, timely and exclusive service for 
which livestock farmers willingly pay the high- 
est subscription price in the agricultural field. 


THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL 
OMAHA DAILY JOURNAL-STOCKMAN 


€@ KANSAS CITY DAILY DROVERS TELEGRAM 
@ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - LIVESTOCK - INDUSTRY 
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Study Shows Each 
Social Class Has 


| bedroom furnishings are found to 


Distinctive Tastes — 


Social Research Finds | 
Photos Showing Wrong 
Settings Repel Readers 


| 
| 


Cuicaco—Artists and art direc-, 
tors who know they are right on | 
a layout of a living room, bedroom 
or any home scene, but have 
difficulty in convincing the client, | 
now have some tangible evidence 
to support their taste and judg-' 
ment as a result of a pilot study | 
just completed by Social Research, | 
Ine. 

Significant fact, 
results of the survey, is that any | 


iven social class has the same) : 
8 - ° " ‘any given 


general taste when it comes to the) “mobiles” 


selection of living room or other | 
home furnishings. 
is the occurrence of similar type-.| 
combinations of furniture and fur- 
nishings in most homes of any) 
given social class. 

The preliminary survey on home | 
furnishings and social class pref-_| 
erences precedes a 
entitled “Index of Social Charac- 
teristics,” to be 


spring by Social Research. The 


index makes it possible to look up| 


any specific item, such as a loaded 
knick-knack -shelf, and find the 


social stratum to which it appeals. 


—in this case the lower middle 


«class. 
Aids Sales Forecast 


As a result of the pilot study 
and the forthcoming volume, 
manufacturers of home furnish- 
ings, radios, etc., now may have 
some concrete advice to aid them 
in forecasting the sales potential of 
a particular item or design, and 
thus facilitate accurate produc- 
tion scheduling. 

Outstanding example of class 
preference is the treatment of 


living room windows. Upper class. 


families prefer drapes, with solid 
‘colors chosen by the highest social 
stratum. Upper middle class fam- 
ilies sometimes combine plain cur- 
tains with drapes, sometimes vene- 
tian blinds with drapes. Middle 
class families usually use curtains, 


eas = 


d CCA Stetement 


with more intricately designed 
curtains preferred by the lower 
social strata. 

Just as with window treat- 


move up or down the social lad- 
der). The remainder of the people 


in the classes found ir any rep-| 


resentative American community 


‘or furnishing, including radios. 


supported by} 


new treatise | 


issued late this. 


tend to express certain selection 
patterns (modified by individual 
personality, but in general dis- 


ments, certain other combinations 
of living room, dining room and 


go together. Each social class 

tends to favor or accept a certain|all purchases for the home. 

combination of window treatment,| Moreover, Mr. Junkers told 

floor treatment, wall treatment; AA, Social Research surveys have 

and furniture—all of which ex- discovered that advertising illus- 

perts of Social Research now say | trations showing individual fur- 

they are able to predict. |niture or appliances in the wrong 
Because of this “class taste” class setting tend to irritate pros- 

which is expressed throughout the | pective customers of that product, 

lifetime of any person as a result| resulting in poor response. 

of his youthful environment as| 

well as his social ambitions, Bu- | ay tn Thale Clase 

ford Junkers, Social Research interesting facet of 


One the 


| staff member in charge of the in-| study was discovery that an ad 


vestigation, feels that it is possible for a product primarily bought by 


‘to predict the market for ar-* members of the lower middle class 


given type or design of furniture will be ignored by them if placed 
in upper class surroundings. 

Only 10% Change Class There does not appear to be any 

- great desire on the part of 90% 

Less than 10% of the people in of the members of any social 

social stratum are stratum to buy a product if it is 

(have a tendency tc shown in settings characteristic 


tinctive of the class) throughout 
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IT'S RED CROSS TIME... 


Peat A ACES 


OUTDOOR CONTRIBUTION—More than 6,000 24-sheet poster locations are 

being donated by the outdoor advertising industry to the 1948 Red Cross cam- 

paign to raise $75,000,000. Placed in cooperation with the Advertising Coun- 

cil, the drive is being coordinated by Paul S. Ellison, director of public relations, 

Sylvania Electric Products, New York, and Lennen & Mitchell, New York, is the 
volunteer agency. 


of classes above them, according | not the class above them. Solid 
to Mr. Junkers. ‘colors, or at most two-toned car- 

Whatever tendency, either con-| peting are preferred by the upper 
scious or unconscious, the families class, while the lower middle class 
in any class have toward lifting| goes in for ornate floral treat- 
themselves socially—for example|ments, such as Wilton rugs, and 
through purchase of an expensive lower class families frequently 
living room rug—would also be choose linoleum for the living 
characteristic of their class, and'room. The exception, of course, 


The net result. = 


* 
What a vast market editorial 
screening gives you for food! 
Proof lies in the fact that the 
Better Homes & Gardens Cook 
Book is one of the ten best 


sellers of all time — compet- 
ing even with “Gone With 
The Wind.” It’s today’s big- 
gest selling cook book and 
tens of millions of BH&G’s 


monthly perforated pages have 
been clipped to add to it. 
Match that market for food! 


; 
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is the oriental rug, purchased by few in middle class residences) a 
upper and upper middle class manufacturer would have a fairly 
families which can afford it. | definite idea of his potential mar- 
Dr. Burleigh Gardner, head of|ket, type of stores in which the 
Social Research, who supervised! pattern should be sold, type of 
studies on greeting card selection! media to be used for promoting it 
and soap opera popularity (AA,\and type of layout and copy ap- 
Oct. 6, ’°47, and Dec. 8, ’47) ex- | peal to be used. 
plained that the material gathered; Social Research does not claim 
in the pilot survey was of great) that its social characteristics index 
value to one manufacturer client|can take the place of copy testing. 
in scheduling production as well|But through exclusion of incon- 
as advertising products for the|gruous items in advertising illus- 
home. ‘trations, and through prescription 


ti M of harmonious arrangement of 
Can Es te ket Potential furnishings, Dr. Gardner says, a 


Following the line of this study, large part of copy pre-test expense | 


a wallpaper manufacturer, for can be eliminated. 
example, could estimate with a. 
fair degree of accuracy the mar-| Cites Retail Ads 
ket potential for any given ‘design According to Mr. Junkers, a 
and color combination, e.g., dark| great many of the leading depart- 
walls are almost never encountered | ment stores in markets across the 
in upper class homes, but 20.7% of|country use illustrations charac- 
the lower class homes covered by' teristic of the middle class when 
the survey had them. the product shown is designed for 
Knowing, therefore, that dark the higher social strata, thereby 
walls are popular in only 10% of repelling potential customers. 
all homes, and that most of these Readers themselves may not be 
are in lower class homes (with a conscious of rejecting products 


|placed in unfamiliar backgrounds 


‘but, Mr. Junkers emphasizes, | So eg eH ag hor A 


this sorting does actually take} ; 
place, on a measurable basis. ‘ao ae Sweet Geers New 
: il ,| York, and its subsidiaries have re- | 
The efectivencss of retail copy | ported that earnings for 1947 hit| 


according to Mr. Junkers, can} : 

; |a new high, $14,631,325 compared | 
a Be tmcrense mame, by (Ne) to $5,808 608," Sales for 1047 were 
|a recor 4 , compared to} 
proper combination of articles as) . 

a background for the article to! 784 in 1943. 
be promoted and the proper copy | Roy K. Ferguson, president, 
theme. | pointed out that during 1947 the 
Social Research, Inc., is located | raat oe bg seed toe 

j é 

at 1525 E. 53rd St., Chicago 15. /plant in Pensacola, started a $6,- 
/000,000 kraft paper mill in Ta- 
/coma, and bought timber reserves 
!in Georgia and Maine, which 


Lowell F. Almy, manager of}|;_. 
: /bring to more than 1,800,000 the 
packaged beer sales of John F. acreage now controlled by the 


Trommer, Inc., Orange, N. J., has 


| Trommer Boosts Almy 


been promoted to manager of the | °O™P@"y- 
shipping sales division, succeed- re 
ing Frank W. Graves, who has re-| Y&R Adds Two 


signed to form his own business. Richard A. Halderman, formerly 
— manager of the Great At- 
antic & Pacific Tea Company, and 
Admen Elect Bates | Jack B. Peix, formerly with E. M. 
The newly formed St. Catharines | Freystadt Associates, New York, 
(Ontario) Advertising and Sales|have joined the merchandising 
Club has elected J. R. Bates, ad-| and production departments, re- 
vertising manager of the St.| spectively, of Young & Rubicam, 
Catharines Standard, president. ‘New York. 


ts which 3.000.000 


that counts 


3.000.000 families, selected even ‘hit 


-or-miss, make a whale of a market. 


But over 3,000,000 husbands and wives whose big interest is home and family, 


and who have the money to buy everything they want for better living, give 


you just about the choicest market America can produce. 


That’s the market Better Homes & Gardens gives you. 


It’s our editorial content that screens the market for you 


-~ 100% service 


articles, cover to cover, appeal exclusively to people whose big interest is 


better family living. 


Your story in BH&G goes straight 


to the families who are looking for it. 


Editorial and ads in BH&G are on the same side of the fence, and BH&G 
readers look to both equally for ideas and know-how. 


The BH&G representative will call soon — it would be very much worth your 


while to listen to his full account of what editorial screening can do for you. 
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Mitts fist Strate Migutine 


| $82,782,186 for 1946 and $25,527,- | 


| 


Hall in Greenville, 
S. C., live 123,000 
people. The cen- 
sus figure of 34,734 
in 1940 is based on 
the city limits of 
1%, miles, which 
were established in 
1865. 


_GREENVILLE'S 


0,00 


is your 
TOP CITY 
in South Carolina 


oe 


In addition, Green- 
“the city 


trading center" of 


ville is 


an industrious and 
industrial 8 - county 
market of 455,011 
people who are 
profitably employed 
in huadreds of di- 


verse businesses and 


in farming. 


Represented Nationally by WARD-GRIFFITH COMPANY. INC. 
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.vannah, Ga., and WTMA, Charles- 


NBC Stations Up Power 


Two NBC stations, WSAV, Sa- | 


S S Rubber Cement Co. 
Again taking orders for pre-war 
quality 
Artists’ Rubber Cement 
ARTEX BRAND 
Gallon — $3.50 Quart — $1.25 


314 N. Michigan Ave. Chicago 1, Ill. 


ton, S. C., are operating on in- 
creased power. The former has 
raised its power from 250 to 5,000 


|watts. WTMA has increased its 


daytime wattage from 
5,000. 


1,000 to 


Breese Gets Leica 

Murray Breese Associates, New 
York, has been appointed to 
handle advertising of E. Leitz, 
Inc., New York, maker of Leica 
cameras and_= “scientific instru- 
ments. Professional journals will 
be used. 


Jo Adamsson, formerly fashion 


To Lee-Murray Agency — 


Brownell Distributors, Inc., | 


New York, has named Lee-Mur-| copywriter 
ray Advertising, New York, to di- | Nickel 
rect its account. Newspapers and| Bourne Associates, New York, as | weekly schedule which is expected 
| magazines will be used. 


Browne Names Adamsson ‘Spice’ Transcribed 


Kasper-Gordon, Inc., Boston, has 


coordinator of Chicago’s State) transcribed a new open-end show, 
Street Council, has been appointed | “The Spice of Life,” featuring 
in charge of the newly formed |singers Virginia Hauer and Dave 
fashion division of Burton Browne Ballantine, Al Navarro and his 
Advertising, Chicago. 


band, and other musicians. 


Miss Dean Joins Bourne 


Annabelle Dean, 
with International 
Company, has joined 


| space buyer and copywriter. 


from the Robert Riskin Picture 
MAGIC TOWN starring James 
Stewart. An RKO Radio release. 


— Story of a typical 
American home town, 


Faith of the Nation 


People who read news magazines are substantial citizens. They’re 
the people who count in their communities—who earn more, live 
better, wield more influence—who support the church and pay 


their bills. 


—and 98% 


7. 


Leading families in America’s home towns depend as much as 
city dwellers on news reports—prefer a magazine that makes them 
clear, human, salty. That explains PATHFINDER’s amazing growth 
of PATHFINDER’s million 
families are home subscribers. 


Remember that they are also the lead- 
ers in America’s wealthiest trading cen- 
ters where the farm cash income comes to 
market. PATHFINDER is becoming a great 
force in American life today. 


Pathfinder 


America’s SECOND LARGEST News Magazine 


GRAHAM PATTERSON, President—alsopublisher of FARM JOURNAL— Biggest in the Country 


| 


| 


formerly a/| food over that of last year. 


| 


| 
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Ideal Dog Food 
Budget Doubled 
for 1948 Drive 


Cuicaco— Wilson & Co. has 
doubled its newspaper and magi- 
zine advertising for Ideal dog 


Ads up to 300 lines are running 
in 170 papers in 150 cities on a 


to continue for the remainder of 
the year. Copy boosts Ideal as a 
“seven course meal,” with meat 
by-products, bone, wheat and bar- 
ley, wheat germ, carrots, cod liver 
oil and soy grits. 

Prior to the war, canned dog 
foods accounted for almost 70% 
of the total prepared dog food 
sales, and Wilson’s Ideal was one 
of the three leading brands in 
sales. Withdrawn from the mar- 
ket during the war as a result of 
the shortage of cans, Ideal was 
reintroduced only last March, but 
already has jumped to first or 
second place in sales in 34 states, 
according to a national survey. 


To Use 8 Magazines 


In addition to the newspaper 
campaign, Wilson will use half- 
page and two-thirds page black- 
and-white insertions on a regular 
schedule in American Family, 
Everywoman’s, Family Circle, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, The Saturday, 
Evening Post and Woman’s Day 

To back up the newspaper and 
magazine drive, Ideal will be in- 
volved in participation gimmicks 
on one Mutual and two ABC net- 
work shows. Counter cards, direct 
mail, special promotions similar 
to the ball point pen and key ring 
now being offered in 70 markets, 
and some sampling operations wil] 


| fill out the 1948 merchandising 
schedule. 


Sales Increase 50% 


| 


_ Total sales of all types of dog 
'food are estimated to have in- 
|creased almost 50% between the 
| first part of last year and the first 
of this year in terms of dolla 
volume. Part of the increase, o 
‘course, is explained by the in 
'ereased sales of the canned foods 
| which are usually more expensivé 
| than the dried products. 
| However, Food Topics estimates 
_that the dog population in thq 
United States has increased som¢ 
15% since 1941 to almost 18,000,4 
000 dogs at the present time, pro; 
viding an expanded market po; 
tential for dog foods. In addition 
an increasing proportion of dog 
owners are feeding their pets pre 
| pared foods rather than _tabid 
| scraps. 

To stimulate the latter trend 
Wilson & Co., through its agency 
'Ewell & Thurber Associates, ha 
adopted the “Balamac principle.’ 
of balanced amino acids for prope 
diet, as a secondary copy theme 


Hamper Named Head 
of Coolerator 


L. W. Hamper, president 
Gibson Refrigerator Compan: 
Greenville, Mich., has been electe 
president of Coolerator Compan; 
Duluth, Minn., succeeding the la 
John H. Ganzer. William 
Brown, formerly midwestern di: 
trict sales manager of Gibson, ha 
been named vice - president 
charge of sales of Coolerator. 

Gibson recently purchased | | 
capital stock of Coolerator. TT 
company’s policies will remai} 
unchanged and Coolerator w | 
continue to operate as a separa’ 
company. 


‘Charge for WGNB Book! 


Effective with the April iss 
the program booklet issued 
| WGNB, Chicago, will be availab! 
,to listeners only through yea 
| subscription at $1 per year. Si 


| May, 1945, the booklet has bee 
distributed free to listeners up0! 
request, 


Pee. | ci . aa ae a TR ety ye Le en Dn te ae rms Mi, cea al AO hg Bee = =" w ee ay Eee » eee J gee. Re: pee le She ee a ar Ae ee er EA eo i) vagkee Pa OY Se aie ara Bits 3 oe 4 ‘* s x y bo” nS - as 
SSS ee id 3 Ae ne are tee bas tie Cale pa Neher yaaa see oa eS cope iit) bane aa ain < eRMRSe h E es cn Bt? Dien te wer eae, wiaet Sian mmeenonw haere wai, | gay Sieh i 8 goed iach Far ae i ON id saan Mh it fe ee lanl a 
Tee ae Bc a i ten ree FE ET ae ah eee RI Se ah ead ee a Me ig Me, Sac ee aerial ane RM NER: 

ie bs a : ps td > kt pans Rate: ee eo Baton ee ih tn A ‘eae " 7? Silage cs ‘ sao aS = ae ee aes MA Elia SD at ea mas OS ASE SE ane hee ds rs PS Sere Piss Se Sia Bi ere ye * es r Bis, So ae Oia 
eg a | eee) ees comet Ser Re as : ae ai aoe No Re Mr Beech ee nea ar — ‘al 

a. eee. ats) eas te “ak: URES a ae ee ae c 4 ays Pe 2 an r a erage ee yen Ay A oe a See Sc n ieee ee SSE Ree ola ‘ 2 eae i 

" ‘4 i eS ee @ esse eae oa oe e bes Te bs Pee aN ; a 5 , ki Bees: ne ae a Kgs Pease <i eesst er ‘ ey ‘ pus ae ae Sine pte rs ah et aie Bou = % et 
fe is poms = 4 cea i - - cl Sy 5 : a : ye c es = (fe 
ee a os sendin é 

: - . s iv ys Bs 
: 
ie 28 ee 
| Pe | 
rt a ee 
/ ; 

: | 
: | | 
i} 
{ . 
HT CO 
ie po 
| | 
——_——————————————— ———————_————————————————————— eee a SSO 
. 
| 
| 
} 
Bs = : = oe, - : | 
> Bi + F ~ eae Be, 
ae we ke - i i. * oe a i : — | 
Maat se si aaa i i Pex a . 2 2 ba fbi > rae ? ae ae eS eo ne F a 
ey, ae i. ee ee Pg ce go 
. oie ee ee ee Se Bu a eee See we er, age es ; F — Alig | 
: ee Hora ane ae — : a - Re I ee ee ae are: ae =~ : 5 e , 
, ee -~oe a : aan s Ce aS ee oe a - #g 
os ‘aud A ‘ a | a ee ¥ ‘ “ te ‘aed ae phe Se ‘oe - fs 4 ‘ 
me ; Wee < ee at ais oa 8 Bs: er : i o ae ree a ee’ i" +A “a 26 ee aoe ae #2 hess -.* ‘ ae | 
i ee - ey F ee © we a ae eases Si ae i Vere ier, ee EE fe Ros glee > he 3 oi | 
: te y ee = ‘ eas. ees See ale Sere Serge ae, oe bee oo : 
a wes F een poe . 23 ve ” sg vi a . ROE ee sar Pete ree Nat Sin Pte é ee as ses 4 Sm 
oes %, f fs re ‘3 £6 * ae » sie . oe ? “ko Se iad Se ok Se tk ‘ 
. te we fe . se . *. —S : ete ati i x , ie « We ky Pa ‘3 oe * ae z eee iy é Fe : a is 4q ’ nee " " m" 
. te . igh oe Pe 4 Be : . _ oo One as i eer 4 gk 4 ‘ : iat aa > EL a 73 . 
' _ id * |) ae a <i, ae ee  ixmZ ————S .. am 
ee ; Py i Me -" _ ee eee ‘ a ; “ > ee . 2 gels ; =e 
ere kee ge i Se i rs cl ge ee aa . . y ‘ rs é oe << ‘ in a a oy ; 
a ka ie, a —— ae ae —— - f . ‘ ‘i. - : Mi * wd * ie 
‘Ce “rane ee , 3 eee : 2 —., 9 > . * & »4& ” UO , — ao 4 ~* te ae 
Py ic, Sree Se Ee faa & : Sides a Rae a ee Co: 4 — Pete ; fe Ps, 1 : | 
Pa 5 ee eee —— ll 
: a ‘ c.. aaa ee at 3 Se E Te ee a e 
- f a « — * = * oll os F * ‘a aie . a Po 
“8 re ‘ y ee SS ee = = es BO pa ‘ Es Z-= em ae Kn apes “#3 4 
- .43 ht ee ee _ s.. &e * a oe : €° | Cmca 
7” : 4 6 Fs a OE ee e - ae q eS = ¥ oe a So a ae og 3 ; 4 P de 
’ ae ee ee eR em Ree ee ’ Pee Se . $e ’ a e 4% 
an 2 oe ee Re ee, ee — toe ,. —- =F < Y dak 
“,* ' : ae es % “ — a, a = es , = ou * oe ee — = - ‘ee eae e. 7 ; : * ae 
Par mT as gees . 3 ae ee 3 4 ae 3S i i : rT eae : a7 4 ye 
. va 4 ney ~ ees - Pies : — .* , . . oe de a eee. € 
Ped ; a ee te ee ee a ee Z ™ « ’ ‘Ce . i . a 7 
OSS ey ee fl | >" = " ‘\ 
eae Fae Sage. = + bs .. . #4. ~ ~~ « “ii 
cei % : bi, ene aes 3 3 3 Be ‘MI Raa OFF aa ee 3 i — ~ d : 
ode a's me ao! % te ae. Me : ihss AES 5s eae et . a ¥2 : a . i z “4 ‘ 
“2 ed kh my | Do oe a a —% . — f 
Sy Te deal , a — Po es a _ ee | 
ee: . i si : = i an 3 , = ae ;  — ’ ae : 
| aa 2” ) ee. Lio “—s —_—. 
pee 4 vi sa 2 ® oe j 4 ar & j 3 a 
" if ee F ae “ i ea roe = ee ¢ gt a™ : 4 = BS eS ee J e 
: = rs i — # Ys —-— = es ‘ ao = 
; ; y ’ , ou F a ss “ aa a : a 4 as 
‘ ” t * — oe . i wa) a ake 3 ee i — ; r 3 — %/ iy a il ge ll 
j ) eo ee a ' “ —— “4 _— - 
* +... + MS rae re) ——— ‘i ! a Pe. ’ 
‘ SD Ps 1 Se meme | : Te i eh ae ‘8 a — ad ~ fae we F ety 
Je : 4 S ’ Se i F ee ee e , 
a ‘ »* ‘es 4 e es —" ~~ a : . a es ; 
ok’ “yy ?. ‘ F S 4 se oS a : : ua 3 ———— Be ke: ee a 
; { i “+S soe os o: ae * ; Ze # j i uyhc  C << oe 
— ? : *\ Fm a AEG * a nak ee ee % 3 - a oe cal oe Pe ory | 
¢ ail . — f — hl ll AS ae ane 3 
‘s $ ney mn ee: ee a ) "ae BR ae 5 . Fees bs eh = ee, eo ts 
J ee - aig * y : . rhe ee ; wc aaa ae Sa ee eo g & oo od a EE Hi * ! 
eG ome By ig: = .- 2 e Bee es ts : — ce f eth a Wie Be Mot : nae a, as 
i . a’ pet. es si ie oe ye ees a. . 
ee os a ny. (Sa ; ‘ z Be 3 - ” eee o. 8 -:. ¥. 
a 5 = — ‘ Ae . : “33 a = tg ’ Kote i . a ee fl a P Pay weer j a oe a vate sinnnccsiaeen 3 8 tie § * 
oc: Se het Oe a? : Se : ee ee 7 ag , 
ere see es . : le : aes 
oer Vy oe ¥ Seis: ee ea. i : . og bes rl be Bg a Els 
: re ae 3S bi ey ee pe —————— 
¢ vet : ie a , eo a 
ge oe pe lie ae ‘ S RS et ; 
re sir Wes oe ee ; . 3 a 
; Soa | haan a f ; ee 
eee ae anal 
' ‘eee oe Oe os Cor te : ae 
ee. oe eee # Sie eile Son bt 
a” * Ra ‘7 ae ee 
etd sae eee ee — Se i) ges . _—— lo 
e Fa ae ees i ae ak Ge Oe ee a es 
ne eee oe eos Se 
wr es | 2h aad oe es ee: “ie 4 
: “ * , h Bras poe Se, Sa: << ae 4 — sem aga a 
En — rs re ie PSs SS ie ae eh Bee 
: eae << offen ae 
j a —— 1 ¥ : bk she a ay Ba * saz, < & 2 e : x Be ee Ny Aes, 
. oe ee ae 
? = aia ane ie pies ae 3 ae = of mi Ba im 
"Ys : peli ici ie ot Oe ee 
+ " a ‘ ; a - me > Ea Pf 
* ry Tg ae ee Z a a mE. a Sew “ ‘ 
ae | UC : Oe 
- a ¥ o ae iio BHA ped = ee - ig Fe ae 
, Te ee oie Cnn “ ‘Sega. - ae 
4 Younes ‘ a Tee 3 < cgi 5 é | 
Pp eee. nn a a ite e : 
| « ie E : OE Se BO i +2 
. ’ . 
| en | 
7st * 
| <— OTe ait A <f “e 
- me * i o sail 
a ¥ es Pe ae a 
< “4 eS ee ‘ 
+ ee ky ad wie  S 
} o <2 .. ee. 
~ ’ Es ae be 
oe. * ee* A * ix. 
| ex a SS ee 4 : 
i : fo” » . 
| ie 3 
oy r BAT E 
. ae aye 
| ie “ rick = 4 - P 
} ee cy She i 
| . soe 5 
| ties Fah ES ‘ - Feet 
ee Fa . 
77 —_ | 
| 
— 
| 
' 
: .* ee 
| ee a ek =" aie 
. 
} 
; 
, | = ee) ; 


oO. has 
| maga- 
al dog 


running ¥ 

2S ON a e ¢ * be , : © 

xpected ' Pin CNS 
ae 


nder of 


“gel ‘ iFe* \, ‘és Re 7 ' 4 (Connors Resions Oe hs : 
h mea Mane [Stores Lhe Prestige Coat in Satin Shien. redit Parley 


od liver ae ABE £2 ; oe 
Net and Sales At) Next Month Set 


1ed dog 
lo Study Trend 


st 70% ; a aes 
Pike Show Advance 
was one . ” 

ands in 
he mar- * tg $691 9% 
result of 


— ~---—- 


oy, 
eal was whine weiige . 
rch, but . Ee % ; f Me att . . 
first or ' i sk ieeiaadell ial : yaisigt 4 e 
4 states, qualities °° tebrics ei : 
. Designed estia | 

rvey sa dite evry ; " , * sively for a few Vans .* ve 
if ‘ : oie specail abeyes, c Ky MORT SINGEM 
‘wspaper abe ” man j this full ” \ sn rep ; 
se half- SP les. tt ie aniiun ‘ nk 
e black- : !' et. sho 3 ake 
| regular : ssi pe 4and 24 uy 

Family, at ftpr ta we ard Spe. * 3 
Sircle. eat eed ated to $6929 elohag 
2s’ Home @yial te § » share on the c : the Obs : 
Saturday ats bared with §A%2 | 
n’s Day “dee : : ehare | the | 
yper and : : 
ll be in- 4 ; 8 es ; 5 
fimmicks Le 2 “g A ? eae - : ‘ 
.BC net- : ae the. p “us yea! ; 
is, direct ts iG ' u 3 : 

similar Mfr M fy { sharehold i ; 


key ring ere that ling policy to 


markets, prove and exis existing pr hie P pean % , sh ; ss i : a 
ions wil! unite and 1 adit opal ut ; <oid PY choP® : n ‘ ; ee. i ; 


landising whera du { were furthered d 


2 pho " ees ac sores vl ‘ mere ja PY * pall: ; vs 1 
ee Ore : % De ; P as, ie™ { gsnio™ as sO os , for 


lave in- MC y : Phe Philadelp of oll V ome tet f 
veen the a° * Also nsiderabiy eniarged oO Ss e te] } ‘ 
the first I @ase i : ye favoradly sh P cribind \ 
of dolla newed eskneton, Pa. ond ws 
rease, 0 Rirve rnd these two emall " 
the in unite i 
ied foods Pis sid re 
xpensiv¢d the t es in Fort ( 
Ss \ iM Pia. and | yf t wae Is 
estimates t op \f additional units | x 
1 in the tn , snd. Miami, Fla. | , NN: = 
sed some Duta 3 : vine dine eae York » 
t 18,000, ; New ' 
’ ’ obtained a mank IOan o yee! . . : 
ime, pro; " yah 5 ‘ttt th Te 
rket poj eur tik as : as on ta . 
addition restrict , 
1 of dog wiated : A ; 
pets pre4 Vata 3 4 
r i i 
an table saat ‘ ; - 
Bis as a it t 
er trend §76.247 ry TN 
Ss agency 1916 iin as 
ates, ne Mecha es ar t 
rinciple, 87,7 4 . Sik tear ig a ¢ 
rope 5.4 4¢ ite @ aT @Arlicr oe $ ‘ : #8 4 % - . orresponde sf s 
or p I a é } ting rv s News Service ‘ tinued on Page &3, Thi Section 
yy theme - . : ‘ 
. * * : 2 ore " R : ; 4 , 
" : 3 : : ¢ 30 ree Mog? 
sad cee al Mt ye Sie co , <i Jf j H 
— Me Py cle] Suggestion i 
+ P 7 ’ 
ident : | ae” “\ 
mpan) < aie oe sighs za 4 et \ 
on electe ern ieee: : oT une Fae 
~ompan f oll * * " i . Phia S ? ? an? o. os \ 
4 the la ” ' ; ; * 4 seeiaeetiastaatibettaendtementniaianenen at mecneganeypeunnceneeNeereeNane . W _ it 4" ‘ \ 
liam MULTIPLY ; SE ed os Page | md dO gene Hw 
stern di YO es ( ; mibels I Jens Re mort ‘ 5% uit ag 
bson, ha UR SALES ; ; ’ ' ‘te ’ yor» He 
sident f { Ye, isica Reranch } . dat 
nator with o timely promotion * Jamai i TAT ‘ ay 


{ ‘ *? ‘ ; ie AN . in eee 
lased 1 On six fora. Skirts ? ca i : Se 


tor. T. ° pe } 
l remaij f ' S 
ator wi re Bo Tegeine : soe 
_ separ: Shows b wr Wairtinaetatbies cs 
woe De . 4 eer ; ss ' 
Cc wn" i ‘ 
“ : . : >" y 
Book! (2 blornite eae 
ril iss Youd oh LE" ; vs , fo at ( , 
ssued oo Z}* a 
availab! ’ . . z |é 
, 6n-Ows ' lie Cat “a ‘ } : 
sh yea a s Angeles + Ben 08 : : ; and ‘ { a» it~ 
ar. Sin : : z)* 
{hdn~ RR me” a ' | a 
has bee oo ; 8 . . , , . 
1ers up no The wirectors Usted. tr taday’s men . ; nA . 1 «ih 
— , Re Oh: DOWN: Gin sere ee et oe ors Rie | YA 


ee pare ME og Meio cide ta tes (9 ee RIT Nun ca pay ago Naga” ha Pcie yen ey PRE ee EDR sole 8S ag or irate Rat sy EEA Snead SON ONS ET os, MANN hs ene Ta MGR © Sot ITE Mon ies Nan cme ce ven pean ee aN ee §y 
an ip Sor PORN Nae Sibel: nie CL eee NT) th Ben eee te aR Ey eg bad cis (SMa) Kee MONRO Ocal pee, Ime ga MO ae pts a a ee get rok fi Menge Th Be My, a se aN UT A gene a BS i Gee etn | oun ed Iga, ee RORSS: ig Ne Gi ae ARO) ese: RD a RS OO eng see xa eee go eae pee ard teh Prades oo ee a a 
- as {ape Lc De ee Bo a *F Sek aces 5 TL ee ne ae ee BT Re Sy dee Sh a she eee ee Tl : Sisce Fe rae pio hake * Eee eS, mY es bids te Mesto Negeri tre Naan See yn Se ite peed en ees ni RES SC metta! Guam 1 Dampers Peay . vis oe tas. 
at Pe See 2 aie) je 5; > : ripe ; leita weg Ma ire ce stats 75 fates oe aia ba Sa es eer al os Te ellen ee rh fa) ees . oe ae ashes os ee sae 
. 
2, 1948 
* ” ~ ; i 
d # q : Ps a 2 ok Las pee a , 
, sR > a ae some Ba Ea . eS 3 oe Ge’ e ee £e.. r Ee 3 “he . 
, 5 ~~ =. oe Pa oe Pad ‘ cae Pd cd — i Pos & ee % ‘ae See 
a ‘ * .— . — | Boe . -— = — = ey ss iS < : s [ = 
es a -— = =. = a Bee ie — Fs  —— * or — a P 1 
See es bas Si PSs a Se Ces. s oe 4 25 eS ee = te hy Ror 4 Bx: See 
: — 2.2 &. = . -—_ == = ©. > = FF a — | ee o. 
 +eo DS & — > YS BD. © “—a . 2 q 
: ro Oo  & -@ > » 9 F MEY. >% : 
7 | | | J H 
THE RETAILERS’ DAILY ! | ~~ 
Sex “< bog i, * /% } % # 
‘ iW ty CB «A tT} oo oo i shh hal i? iA 7 y >. ~*~ ti: 4 e . 
\ ‘ ; . e 
‘ P ; : t 
4 i : mresta hare ‘ % 
‘ 
: 
{ 
> * 
4 : 
’ 
‘ 
' 
‘ 
: 
| 
‘ 
| 
3 


INGS are h } 
ARGOSY announced fast on, ARGOSY! Only-1 
000... and NOW mr a new circulation guar y-last month 
pe excess of 500 000 one month later, the phos of 400,- 
iste ead ,000 copies. paid sales 
gro . 

ARGOSY the aeary -». the kind of action th 

moving magazine in the m at has made 
en’s field. 


~~ =& ApouT THIS COMPLETE 
: . 
‘ ARGOSY is @ prime reading interest of over 500,000 American males CLOTHES AND ACCESSORIES: complete, practical hints on men’s 4 
es because every issue iS complete—with all the types of things that wardrobes by a former men’s wear editor of the New York Herald q 
Bs men like. - - fully satisfying their each and every reading interest. It Tribune. 3 
is this reading enjoyment that has attracted to ARGOSY tens of OUTDOOR ACTIVITIES: exciting ‘“how-to-do” stories On hunting and g 
thousands of new men readers month after month . -- and has kept fishing, plus 4 Sportsman's Almanac. . 
them coming back for more. ‘ TRAVEL: fascinating, out-of-the-way places, colorfully described, aS se 
FAST-MOVING FICTION: by such popular authors as P. G. Wode- in “Havana—Paris of the Americas.” 
house, Philip Wylie and William Fay. woORLD AFFAIRS: Provocative, up-to-the-minute articles such as 
“ ° 4 + had 
ARTICLES: by Erle Stanley Gardner, one of the country’s most widely How Would A Communist Europe Change Your Lite 
read writers. SCIENCE AND ARTS --- HOBBIES AND GAMES . : - ACTION 
. ‘ . PHOTOS - - - HUMOR .- - - OPPOSITE SEX ---: OME AND * 
SPECTATOR SPORTS: Interesting, nation-wide programs like the FAMILY - -- POPULAR MUSIC . - - oB AND OPPORTUNITY : ¥ 
N DODGERS Rookie Hurt. rs FEYE-WITNESS ADVENTURE 7 ‘ 
3 
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ARGOSY READERS ARE 
MAN’S MAGAZINE 
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gee ee eee 
what men saat e-tested on the eae. nates Sree 
reading wants cad , ead. Because 2/4 years of ...to find out 
male formulated pees of the well-rounded —— on the 
led to this one and GOSY’S present exciti a 

nd only Complete Pang - pea 
agazine. 
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audience is intelligent - - - 70% have had high 
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E Read these 6 reasons—and see why advertisers are getting more 
a for their money, and selling more merchandise, when they school training OF better. 
+ place ads in this Complete Man's Magazine! 5. ARGOSY was pre-tested . . - with NO advert 
” 1. ARGOSY'S advertising rates are based on 400,000 guaranteed _. until AFTER circulation figures PROVED that ARGOSY 
: circulation - - - UT advertisers get a substantial bonus because contained what men wanted to read. 
. the actual circulation Now is over 500,000. 6. ARGOSY proved tremendously responsive to man-slanted 
mS 2. ARGOSY'S audience 1s 97% male. mail order COPY when its pages were opened to advertisers. 
oy 3. ARGOSY'S audience 1s prosperous - - - 98.1% have average For complete details on rates, coverage and audience write ; 
ver $5,000 and 69.2% have incomes ovet $3,000. to ARGOSY,. 205 E. 42nd St.. New York city. N. 1 & 
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There’s no question that men “go’”’ for ARGOSY’S great 
stories by top-notch authors...its current interest articles... 
its helpful service features... its typically masculine art and 
layout technique. There’s no question, either, that ARGOSY 
is going to continue its phenomenal record of having increased 
circulation 100% in the past 8 months. 
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ARGOSY is being read by a prosperous cross-section of 
masculine Americans...(97% of the audience are men... 
68% are heads of families . . . average family income is $4,608). 
This Complete Man’s Magazine gives excellent coverage of 
the profitable men’s market right now... will give increas- 
ingly favorable coverage in the future. 
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2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Weshiagton Bivd., Chicago 7, Minow 
Write on Business Letterhead For Morket Dota Folder 


Form Miami Agency 
Advertising Associates, Inc., has 
been formed in 


FE. Hirschhorn, president, and 
Kenneth B. Cohen, vice-president. 


by Ruffe, Inc., Miami, jalousie 
manufacturer. 
Opens Chicago Branch 


Bee Angell & Associates, St. 
Louis, marketing research firm, 
has opened a Chicago office at 7 S. 
Dearborn St. The company’s St. 
Louis office has been moved from 
3903 Olive St. to the Shubert 
| building, 320 N. Grand Ave. 


the Congress; which the Crosley 
building, Miami, Fla., by Robert) Corporation will erect this year 


The agency has been appointed|in Clinton township, just outside 


Advertising Age, March ; 
| Picks Video Site y Col. Baines Heads 
WLWC, the television station Colgate s Net Canadian Distributors 


Broadcasting Colonel C. R. Baines, chairman 


of the board of the American 


Income for 1947 
H it $1 9,01 4,494 |company, Advertising Distributors 
|of America, Inc., has been elected 


| Jersey Ciry—Net income of the president of the Advertising Dis- 
Meters aa Baggy oe Amust be | Colgate-Palmolive-Peet Company |tributors of Canada Ltd. He will 
tics Authority before construction | £°F 1947 was $19,014,494, com- | continue as chairman of the 
of an antenna can begin. ‘pared with $14,443,835 the pre- American company. 
pacer: oil ceding year. | Patrick V. Roach was elected 
In releasing the report to the | Vice-president of the Canadian 
|stockholders, E. H. Little, presi-|‘istributors; Mary Murphy, secre- 
Ghita McLallen, formerly with | gent a the mornet prices of | ary-treasurer, and Edward T. 
J. Walter Thompson Company, | as, Se. ; P McGrath, 2nd vice-president. 
'fats and oils still are at “abnorm- . 


Chicago, has joined the public re-|ally high levels which will not be 


to serve central Ohio, has taken 
an option on an eight acre site 


Joins Grant Agency 


| CBS Names Landry 


of Grant Advertising, Chicago. 


‘ 
it 
! 
—_ 


<= 


+) | Fn 
i. 
1 


f Post-intelligencer . 
Second Paper . 


WEARST 


(January 1 through December 31, 1947) 


POTCTETi es tte 1,122,301 
PO 


\GENCER 


AOVERTISING SERVjcp 


lations and publicity paperunent | 


maintained indefinitely.” 

Total sales last year hit $322,- 
|320,613, including domestic sales| 
‘of $259,396,417 and foreign sales 
‘of $62,924,196. Corresponding fig- 
“ures for 1946 were $146,372,488 of | 


domestic sales and $44,351,625 
foreign. 
Mr. Little said the company’s 


toilet articles, including denti- 


frices, shaving creams and sham-| 
‘John P. Woodward, Inc., has been 


|poos, comprised a substantial part 
of sales and profits. Sales on these 
‘articles last year were more than 
four times the 1938 level. This in- 
crease, it was pointed out, is al- 
‘most entirely a matter of aug- 
‘mented quantities 
‘since the selling prices of toilet 
articles are only slightly higher 
‘than in prewar years. 


FERGUSON CLEARS 
$2,164,811 IN 1947 

| Derrorr—Harry Ferguson, Inc., 
reported sales of $70,498,433 for 
the year ending Dec. 31, 1947, on 


|which the company made a profit 
| 


of $2,164,811. 


| These figures cover sales 
/ments, parts and accessories. 

| Horace D’Angelo, executive 
vice-president of the company, 
‘said the new tractor plant at Fer- 
/guson Park will go into produc- 
‘tion in August turning out 100 
|tractors a day, this rate to be 
stepped up as soon as possible. 
About 20,000 tractors will be 
shipped from England to the U. S. 
and Canada this year. 


| 
‘Newsboys ‘Free Agents’ 
The National Labor Relations 
| Board has ruled that 207 Kansas 
| City, Mo., newspaper boys oper- 
ating home delivery routes are 
“independent contractors” under 
the Taft-Hartley Act. The board 
dismissed a petition for a collective 
| bargaining election filed by the 
| AFL International Printing Press- 
|;men and Assistants’ Union. 


purchased — | 


of | 
|Ferguson System tractors, imple-_ 


Robert J. Landry has been 
named to the newly created post 
of secretary to the program board 
of CBS, New York. Previously he 
has been network director for pro- 
gram writing and has supervised 


| the full hour drama, “Studio One.” 


Palmedo Appointed 


B. T. Palmedo, formerly with 
appointed West Coast advertising 
representative of the New York 
Journal of Commerce and Chicago 
Journal of Commerce. His office 
is located at 607 Market St., San 
Francisco. 


Gets Furniture Account 


David Zibman Advertising, 
| Philadelphia, has been named to 
|direct the advertising of Rest 
Right products made by Brantz 
|Company, Philadelphia, manufac- 
| turer of juvenile furniture. News- 
|papers, trade publications and 
| magazines will be used. 


Missing Something? 


Here it is . . . right over 


here in the middle! It’s the 
Central Texas’ Territory 
where the per-family _ in- 
come is much higher than 
the national and state aver- 
age. 


Waco News-Tribune 
Waco Times-Herald 


@ Morning @ Evening @ Sunday 
| Burke, Kuipers & Mahoney—Natl, Rep. 
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a 3 PS »» » in BUYING POWER 
cre- ‘they read U.S. News --World Report 


. PS »» » Em RESPONSIBILITY 
they read U.S.News--World Report 


AA DRS: »»» in INTELLIGENCE 
vents | they read U.S. News--World Report 


ORS! »»» in INFLUENCE 
they read U3, News -—World Report 


he To reach these top people, invest wisely and 
in- without waste. Advertise in the one magazine 
written and designed particularly for them — 


ld U.S.News--World Report 


THE NEWS OF 


NATIONAL AND 


INTERNATIONAL 


APPAIRS 


Circulation Guarantee 300,000 


At present delivering, since the merger of 
The United States News and World Report, 
a substantial bonus well in excess of 300,000. 


* 


NEW YORK 


BOSTON + PHILADELPHIA + CLEVELAND « DETROIT + CHICAGO « SAN FRANCISCO + LOS ANGELES « SEATTLE 
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* USEFUL NEWS FOR IMPORTANT PEOPLE . 
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Busy Factories(\ 
Make a City of Free Spenders 


Whirring wheels of great textile mills 
Want a share of 
862,358,000? Great- 
er Lawrence work- 
ers spend that in 


create prosperity for Greater Lawrence— 
an area with a spending potential of 
$99,067 ,000,* distributed among 128,619 


stores alone, an- fee P ‘ ‘ 
nually. $15,473,000 persons. The average family income is 
for food, Another $3,782. Good hunting ground! 
$11,020,000 for 
an Ge Gesere To reach these people, use the Lawrence 
merchandise,* ‘ oes . 
Eagle-Tribune, the only dailies published 
iinied . Mnnaeé- in Greater Lawrence. They go into 95 out 


ment Survey. 


of every 100 homes. The ABC figure is 
more than 36,000. 


The Eagle is the ONLY morning newspaper in Essex 
County, Massachuetts (8 cities, 26 towns). The Eve- 
ning Tribune has the LARGEST circulation in Essex 
County. 


The EAGLE=- TRIBUNE 


— LAWRENCE, MAS|SACHUSETTS 
(CAPITAL OF WORSTED TEXTILE |INDUSTRY IN AMERICA) 
WARD- GRIFFITH CO.—- NATIO AL REPRESENTATIVES 


‘N. Y. Sun’ Does 
Consumer Panel 
Apparel Study 


New YorK—The New York Sun. 


has completed the first consumer 
| panel study on apparel and home 
_furnishings in the New York mar- 
ket and the newspaper is making 
it available to local and national 
advertisers and agencies. 

The daily diary project, con- 
'ducted among 1,700 families in 
| five city boroughs and 11 counties 
'during two months in 1947, re- 
ceived a first-place medal for 
|“original research achievement” 


'on March 5 in the annual adver-, 


tising awards competition con- 
ducted by Advertising & Selling. 

The final net sample totaled 
| 1,356 families. Cooperating fami- 
lies agreed to keep a daily record 
|of newspaper reading and pur- 
|chases of apparel and home fur- 
nishings during the two-month 
period. Respondents were given 
coupons which entitled them to 
certain articles of merchandise at 
the end of the diary period. 


Many Breakdowns Given 


Private Opinions, Inc., New 
York, under the supervision of its 
president, Dr. Raymond Franzen, 
conducted the panel operation. 
Lawrence W. Merahn, New York 
Sun promotion director, and 
|Thomas W. Black, Sun research 
manager, worked on the _ study 
with Dr. Franzen. 

Included in the information in 
'the panel are: The share of retail 
|store business obtained by depart- 
|/ment stores, as a group, as com- 
pared with their share of the re- 


'ket as a whole as well as for 
|families reading the Sun exclu- 
'sively among evening newspapers; 
'the share of retail store business 
obtained by department stores 
from all New York families and 


—— 


BINDERS ano 
FOLDERS . 


_ BEAVERITE PRODUCTS, INC. 


(35 DE WITT STREET, BEAVER FALLS, NEW YORK 
stalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BES ig 


**3-BP-2’ 


‘from exclusive Sun families; the 
pprepercien of exclusive Sum read- 
ers who were college - educated, 
home owners, had_ telephones, 
| radios, automobiles, refrigerators, 
| washing machines, to all families 
g the market. 


. 

‘Frey to Continue 

as Ad Consultant 

| Charles Daniel Frey, head of 
| the Charles Daniel Frey Advertis- 
ing Agency which is being offici- 
ally dissolved on April 30, will 
continue to maintain offices in the 


| Chicago, 
|sulting business in the advertising 
land related fields, with a new 
staff. 

Although the advertising agency 
is officially closing its doors April 
130, the Frey staff will actually 


all clients through June, and in 
}one or two cases perhaps longer. 
By April 30 plates will be in pub- 
| lishers’ hands for June issues, and 
the Frey organization will handle 


the placement through that month. 


Hofsoos Elected 


Emil Hofsods, vice-president of 
Ketchum, MacLeod & Grove, 
Pittsburgh, has been elected chair- 
man of the Pittsburgh chapter of 
the American Association of Ad- 
vertising Agencies. Other officers 
are: Vice-chairman, Edward H. 
Sykes, president, Sykes Advertis- 
ing, Inc.; secretary-treasurer, Ben 
Jones, Ketchum, MacLeod & 
Grove, and board members, Leon 
Hansen, vice-president, Batten, 
Barton, Durstine & Osborn, and 
Albert P. Hill, president, A. P. 
Hill Company. 


| Webster Runs NY Ads 


Webster Tobacco Company, 
New York, is running testimonial 
advertisements by famous busi- 
ness executives for Webster cigars 
in the New York Herald Tribune 
and New York Times. The agency 
is N. W. Aver & Son, New York. 


|tail store advertising effort; buy- |. 
‘ing habits for the New York mar- 


333 N. Michigan Ave. building, | 
and to operate a con-| 


|handle placement and billings on | 


| the billing and checking as well as | 
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“the Starch 
would it, at the same time, sell more: goods? 
believes it might—but is open to argument on the question. 

Undoubtedly the company has figures on the subject. But 
do they reflect a normal period or have they been inflated 
by the war years, the shortage of so many food items, and 
the current high prices of bacon and eggs? 

For, despite the relative standings of cereal ads in the 
Starch reports, all cereals have taken a terrific hike since 
1940. Probably the best indication would lie in the answer 
How has Cream of Wheat done in relation 
to other cereal items—whose advertising, at least, it has 
outranked on a readership basis? 


Advertising Age, March 22, 1948 


i a 


the Creative Wan Corner 


Can advertising pay off by simply reminding a lot of 
people, pleasantly but casually, about the existence of a 
product—or should it roll up its sleeves and really get 
down: to the job of converting a number, no matter how 
few, through logic, persuasion and sheer exhortation, to 
actual use of the product? 

This seems to be the crux of the perennial argument be- 
tween the Starch enthusiasts and the “hard sell” boys. And 


the Cream of Wheat adver- 
tising provides an interest- 
ing case in point. The Li’l 
Abner series which Cream 
of Wheat has been running . 
for years—and which, like 
Abou Ben Adhem, has led 
all the rest in the Starch 
reports — has maintained 4 
consistently high level of en- 
tertainment, as sheer read- 
ing matter. And it certainly 
must have had some effect 
on sales, or the company 
would have abandoned it 
long ago. 

Yet—despite Li’l Abner’s 
inevitable plug in the last 
two frames—it undoubtedly 
attracts readers less for their 
interest in Cream of Wheat 
than for their fascination by 
the doings of Li’l Abner, 
Daisy Mae and the other Al 
Capp characters. By no 
stretch of the imagination 
can readers be expected to 
believe in the amazing trans- 
formation that Cream of 
Wheat brings about in these 
characters. A straight prod- 
uct ad, with an illustration 
of the product in four colors 
and a raft of reason-why 
copy, would, according to all 
experience, rank lower in 
reports. But 
This Corner 
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Bemis Promotes Two 


H. C. Davis, in the market re-| 


|search department, has 


pany in S*. Louis. ° 


sales manager of the plant. 


Joins Elliott-Daly 


CAB Recognizes Three 


| The Canadian Association of 


been | Broadcasters has granted recogni- 
named manager of the paper spe-|tion to Elton M. Plant Company, 
cialty plant of Bemis Bag Com-|} Windsor, Ont., Associated Broad- 


Walter A.)|casting Company, 
Kamp, who joined the organiza-| United Advertisers 
tion in 1923, has been appointed | ronto. 


and Mason’s 
Agency, To- 


Reopens Frisco Office 
| Campbell-Ewald Company has 


Bernard Schnitzer, formerly ac-| reestablished its San Francisco of- 
count executive of Garfield & fice, with Milburn Johnston as 


|Elliott-Daly Agency, 
cisco, in the same capacity. 


Guild, San Francisco, has joined | manager. 
San Fran-| tinued 


The agency discon- 
operation of the office 
about 10 years ago. 


year of 1946. 


For the first six months of 1948, the Homestead's 
average paid circulation will be close to 145,000. This 
greater circulation to an increasingly valuable New 
England farm market means a greater return to the 
advertiser in the New England Homestead. 


A Good Farm Market 
Is Becoming Even Better 


The growing importance of New England agriculture is reflected two 
ways—in the increasing farm income of New England farmers and in the 
natural circulation growth of the New England Homestead. 


For the year 1947, the total cash receipts from farm marketings was 
more than 700 millions of dollars—about 15°/, increase over the good 


(3), MASS. 
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Judson! Is this supposed to 


reach the bride and groom market ? 


Judson: Yes, sir! We felt that so many of them came to 
Niagara Falls...sort of a key spot for a spectacular stunt 
like this... and dealers all over the country will hear 
about it, too! 

Chairman: But Judson, this is like all the other “once- 
in-a-while” campaigns. It’s just a publicity gag to stock 
dealers. What we want to do is build up a steady demand 
among retail customers. If we can’t afford to bite off 4 
or 5 million circulation on a 
regular schedule, let’s not waste 
our money on flash merchan- 
dising stunts. These days we've 
got to make every single ad- 
vertising dollar -pay off. 


What I want is consistent ad- 


vertising to a lot of families who have money to spend. 
Take the 1,800,000 REDBOOK families, for example. 
There’s a fine alert audience—the majority of them under 
35—and they’re the kind of people who are /ooking for 
good products. They buy about ONE BILLION DOLLARS 
worth of food . . . after they’ve paid off Uncle Sam they 
still have SIX BILLION DOLLARS to spend. 

We could run full pages in every other issue of RED- 
BOOK for $22,050. For my money that’s the kind of a cam- 
paign that will keep business coming in month after month. 

Let’s go home and send an order to REDBOOK. 


REDBOOK 


444 Madison Avenue, New York 22, N. Y.’ 
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LSE | ERICA 
O MANY PEOPLE 
TO READ ONE 


BYE” day, Monday through Saturday, 700,000 home-going New Yorkers © 
spend an average of $40,000 to buy and read the Journal-American 
.-- more than a million dollars a month. Nowhere else in America do 
the people of a community invest so heavily in one evening newspaper. 


. « 


Four out of ten New Yorkers who buy an evening newspaper buy the 

Journal-American. They buy it because they prefer it to any other. They 
prefer its news presentation ... its features . . . more important, they 
prefer it for family reading in the home. . 


This overwhelming family popularity ... nearly two to one over the 
second newspaper in the evening field ... is the key to greater sales 
influence in the world’s richest community of homes. 


YOUR STORY STRIKES HOME IN THE 
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Sets SOMES 


MAR 


GENERAL 


Fiction Grp... 
Magazine 
Forests. 
Home.. 


Ace 
American 
American 
American 
American Legion.. 
American Mercury 
Atlantic Monthly.. 
Better Homes & 
Gardens 
Christian 
Columbia 
Cosmopolitan ; 
Dell Detective Grp. 
Dun’s Review 
Bagle Magazine 
Ebony 
Klks 
Esquire (Natl.) 
Extension 
Fortune 
Grade Teacher, The 
Harper’s Magazine 
Holiday 
House Beautiful 
House & Garden.. 
Improvement Era. 
Instructor 
Macfadden 
Group 
Mechanix 
trated 
Motor Boating 
Natl. Geographic.. 
Nation’s Business. 
Nature Magazine... 
UE sn da eed 
Popular Mechanics 
Popular Publica- 
Seem. 1.0004 
Popular Science 
ted book 
Rotarian 
BmOrt ....ccceoes 
Street & Smith All 
Fiction Group 
Sunsete ......-- Ry 
Thrilling Fiction 
Group 
Town & 
TE wa ddwels ee ee «8 
a*Varsity 
Yachting 


Herald 


Men's 
Tllus- 


Country.. 


Total Group 

WwomMEN 
Charm 
Glamour. .... 
*(joo0od House- 

keeping 


Family Cirele 
(Nat'l) a 
*Average all edi- 

tions 


Harper's Bazaal 
Holland's 
+Household 
Junior Bazaar 
Ladies’ Home 
Journal 
Mademoiselle 
Oe rr 
Modern Romances 
(MM) 
Modern Screen 
(MM) ae 


Motion Picture «F) 
Movieland 
Movie Life 
Movie Show 
Movie Stars Parade 
Movie Story (F) 
Movies ‘* 
Parents’ (N. Y 
Metro Ed.) 
Parents’ (Nat’]) 
Persona!) Romances 
Photoplay (Mac) 
Promenade 
ltadio Mirror (Mac) 
*Real Romance 
*Rea Story 
*Screen Cruide 
es e! na 
si ! } 
Ss ets 
Sil\ Sere 
Poday Wi 
True Confe 
(F) 
True Ex} 
iMac) 
True Love & I 
ince (Mac) 
rr t ht il 
(Mask 
rru St 
we (2 is 
Wo = i? 


-—— 1948— 
FEB = MAR. 


MAGAZINE 


1947 


co 


Pages 


bo 


& 
4 


meres 


Lines 


1,528 
20,219 
5,628 
45,691 
5,513 
- 
6,650 


93,706 
17,930 

4,662 
27,434 

8,820 
22,651 

1,871 
19,380 

2,507 
37,828 
14,217 
76,393 
20,201 

5,040 
32,796 
70,936 
65,869 
11,122 
19,549 


17,654 
56,865 
9,758 
16,220 
1,287 
14,845 


39,213 


2,002 
33,376 
12,915 

4,739 


7,038 


558 


35,031 


4,424 
72,989 
12,989 

2,194 
55,340 


1,042,243 


66,209 
54,658 


-—1948— 
Mak =F EB. 


MARCH ADVERTISING 


—1948—————, 


Pages 


‘ 


4500 — 


175 


300 
250 
200 


Lines | 


1,526 
27,420 
4,620 
44,602 


9,005 | 


959 
11,445 


81,735 
17,395 
3,847 
40,103 
8,120 
21,294 
1,646 
6,970 
3,381 
59,220 
11,367 
85,320 
14,768 


} 
} 


6,950 | 
26,482 | 
73,538 | 
61,832 | 


8,391 
16,794 


7,164 


17,186 
60,429 

9,163 
19,539 


1,640 | 


15,640 | 


36,974 


2,564 
31,696 
18,937 

3,941 

6,154 


744 
33,760 


4,364 
109,998 
20,311 


64,033 | 


1,112,987 


82,797 | 


91,234 
76,963 
10,436 


16,927 
153,369 
18,562 
21,650 
63,668 


114,665 | 


109,323 
67,014 


20,827 


21,946 


Se 
eA 
Ax 


DIAN 


LINAGE IN NATIONAL MAGAZINES 


—1947——— | 


1948———-—~ or —1947——————_ 
Pages ‘Lines Pages Lines 

*Average all edi- 

THOMB ..cccces: 61.0 26,170 48.4 20,764 
Woman's Home 

Companion 91.35 62,055 83.3 56,608 

Total Group 2.658.2 1,351,246 3,160.7 1,602,357 

OUTDOOR 

| American Rifleman 51.4 22,036 52.8 22,652 
Field & Stream.... 83.4 35,792 88.0 37,772 
Fur-Fish-Game 26.6 11,402 25.5 10,947 
Hunting & Fishing 29.9 12,833 30.7 13,165 
Outdoor Life ....*° 760.0 30,025 74.0 31,727 
Outdoors ......--- 22.4 9,613 25.5 10,928 
Sports Afield ..... 68.0 29,180 81.7 35,044 

Total Group 351.7 150,884 378.2 162,235 

YOUTH 
American Girl 18.9 8,106 14.4 6,201 
Boys’ Life ........ 17.8 12,090 15.8 10,728 
+Calling All Girls. 33.5 14,367 47.3 19,885 
Child Life ......+. 5.7 2,439 4.0 1,726 
Open Road ....... 15.1 6,474 11.4 4,905 
Seventeen ....--.-. 136.9 93,081 174.4 118,598 

Total Group ex 227.9 136,557 267.3 162,043 

COMICS MAGAZINES 
b*Calling All Boys 1.4 553 : Be | 659 
Famous Funnies... 4.0 1,548 4.0 1,548 
Fawcett Comics 

Group ...2dceesss 7.0 2,646 8.0 3,024 
Harvey Comics 

Group ....«+< ae 5.0 1,990 1.5 567 
National Comies . 

OS Ee ee 16.5 6,237 11.5 4,347 
+Polly Pigtails 8.5 3,440 9.3 3,525 
Thrilling Comics 

lo Perr ee 5.0 1,890 3.0 1,134 
*+True Comics 3.1 1,262 4.6 1,738 

Total Group .... 49.1 - 19,013 41.9 15,88: 

WEBEKLIES—FEBRUARY 
cAmerican Weekly 76.8 76,833 60.4 60,358 
Business Week 286.6 120,390 268.8 112,881 
Christian Advocate 21.3 8,926 20.6 8,651 
ey 154.3 104,894 162.5 110,567 
a err Tee 73.8 31,648 87.5 37,526 
a, ee err 28.7 12,320 26.5 11,362 
Se eee a 30.5 31,970 27.5 28,898 
Oe a? A eee 28.6 12,823 68.3 29,313 
RAED bod 068 504 88 we 284.3 193,340 262.6 178,601 
BENGE -aadsa 602 60% <s 78.3 53,277 80.5 54,724 
Newsweek ....... 194.7 81,773 223.9 94,039 
cNew York Times 

Magazine ...... 135.2 114,937 145.0 123,234 
New Yorker ...... 201.0 86,231 228.3 97,929 
Pathfinder ........ 32.5 13,957 27.7 11,963 
GPOTOGE 62 .cssscss 26.3 22,375 19.1 16,197 
Saturday Evening 

i. . SeTrererr. 298.4 202,879 304.2 206,835 
Saturday Review of 

Literature ...... 38.3 16,437 51.3 22,018 
Scholastic ........ 15.7 6,569 20.3 8,503 
Sporting News 17.7 18,954 20.0 21,432 
eThis Week 

Magazine ....... 55.6 47,261 50.5 42,881 
ri... PUTS TReerre Te 68.2 112,644 300.2 126,083 
U. S. News-World 

pO ere 91.2 38,312 134.2 56,398 

Total Group 2,438.0 1,408,750 2,589.9 1,460,393 

*Not included in totals. 

; aFirst issue June, 1947; page size changed March, 
948. 


25,129 


19,294 
14,369 
13,973 
14,655 
94,956 
,369 


178 


015 
,606 


“ee rhe ee 


ee oe ee Se 
stow 4 

~ 

x 


+Page size changed. 

bFebruary-March issues combined. 
cFive issues 1948; four issues 1947. 
dOne issue 1948; two issues 1947. 


7 v . . 
eScreenland and Silver Screen sold as unit in 


CANADIAN 


Canadian Home 
Journal ......-;. 
Canadian Homes & 
Gardens 
Chatelaine 
*Liberty 
Maclean's 
Mayfair .....->» 
National Home 
Monthly 
‘New World 
Revue Moderne, 
tevue Populaire, 
Sh ais caw ase 
*Samedi, 


La 


Total Group 


*February linage 
+Two 


issues 


1948; 


44.4 30,175 
45.5 30,605 
49.0 33,286 
18.9 8,096 
73.1 49,703 
75.8 50.920 
50.2 20,55 
25.5 17,043 
8.6 19,413 
32.9 23,022 
28.4 19,876 
$52.3 302,691 


February-March 


1948, three issues 1947. 
Canadian National Weekend Newspapers 


(Rotogravure 
*[.a Patrie 
La Presse .....«-. 
Montreal Standard 
Star Weekly 


Total Group 


Five issues 1948; 


linage) 


27.8 27,881 
31.0 30,058 
29.6 29,681 
46.9 $4,587 
135.3 132.207 
four issues 1947. 


1947 

54.6 37,118 
49.8 33,463 
58.3 39,634 
31.7 13,590 
69.7 47,417 
86.9 58,425 
40.5 27,556 
29.2 19,872 
28.5 19,353 
27.6 19,292 
30.3 21,205 
07.1 336,925 
issues combined 
26.7 26,743 
39 39,282 
29 29,770 
50.6 48.091 
1446. 148.886 


| 


in Philadelphia 


| Lift” electric iron. 
| was directed primarily at the 5,000 
| appliance dealers in the area, with 
/no thought 


| 
| 


| 


4 


| 
} 


| 


Proctor Iron Gets 


TV Demonstration 


PHILADELPHIA — A new idea in 
sales training courses was tried 
here last week when Peirce- 
Phelps, sole distributor for Proc- 
tor Electric products in the Phila- 
delphia area, televised a_ sales 
demonstration of its new “No- 
The broadcast 


of reaching many 
consumers. 

The idea was hit upon as the 
quickest and most practical way 
of reaching as many dealers as| 
possible with a dramatic demon- | 
stration of the selling points | 
which are being played up in the 
current Proctor ad campaign. 

Dealers were notified ahead of 
time of the television broadcast, 
so that they could have their sales | 
forces on hand to view it. The 
stunt was frankly an experiment 
and Peirce- Phelps are using a 
prize award to check up on its 
effectiveness. | 

Sales people employed by deal- 
ers were invited to write in their 
criticisms of the show. Every per- 
son who sent a card will receive 


a mechanical pencil. Three prizes | 
are. being awarded for the best | 
comments on the sales demonstra- | 


tion. First prize is a Proctor elec- | 


HEADLEY INTRODUCED—A new trade 
character named Headley is featured 
in the four-color magazine program 
scheduled by Fox Head Brewing Co., 
Waukesha, Wis., through Weiss & Gel- 
ler, Chicago. The list includes Collier's, 
Cue, Esquire, Gourmet and The New 
Yorker. 


Group Turns FTC 


Complaint into 
PR Promotion 


Tacoma, WasH.—Before the 
Federal Trade Commission pub- 
licized its complaint against the 
Douglas Fir Plywood Association 


‘tric blanket; second, a pop-UPp| : 
: : ir ‘and 35 Pacific Northwest plywood 
| toaster, and third, an electric ‘ron. | firms, the association capitalized 


| 


W. J. Peirce Jr., president of | 
Peirce-Phelps, presided over the 
demonstration, with John O’Brien, | 


pliance department, pointing up) 
the sales talk, and “Mary Proc- | 


tor.” Proctor demonstrator, illus- | 


on the action by making first an- 
nouncement to the newspapers 
here and coupling it with a sharp 


; 5 af 
sales manager of the traffic ap | denial. 


Charged with conspiring to fix 
prices and curb production of ply- 
wood, the association quickly 


| : ‘ ’ 
\trating the iron’s new features by swung into action by citing pro- 


| 


| 


| 
| 


| Wash., out of bounds. 


| John Lynch has fined 


pressing a man shirt—this while 
seated, and without having to lift | 
the iron. 


Yakima Out-of-bounds 
for Subscription Selling — 


The smiling young men ringing | 
doorbells and working their way 
through college selling magazine | 
subscriptions have found Yakima, | 
In the first 
prosecution under the city’s anti-| 
peddjing ordinance, Police Judge | 

J. R. Rosen- | 
thal, 20, Fond du Lac, Wis., $25. | 
A member of a magazine sales | 
crew, Rosenthal pleaded guilty. 

The ordinance exempts sales of | 
current magazines and newspa- 


/pers from the ban on peddling, 


but the city attorney, Lane Morth- 
land, has ruled that “current | 
magazines” means individual 
copies, not subscriptions. 


Bischoff Appoints 3 | 


Ernst Bischoff Company, Ivory-| 
ton, Conn., pharmaceutical manu- | 
facturer, has created new execu- 
tive positions which include Carl | 
Truebe as first vice-president and | 
general manager, Edward K. Har- 
vill, vice-president and director 
of research, and Quindaro S. Ball, | 
vice-president and general sales | 
manager, director of professional 
service. 


John Wood Promotes Two 

M. N. MclIlwain, assistant to) 
the president, has been appointed 
vice-president and manager of the 
Conshohocken, Pa., plant of John 
Wood Mfg. Company, Philadel- 
phia, manufacturer of Merion and 
Penfield gas and electric water 
heaters, boilers and storage tanks. 
R. W. Simpson, New England 
sales manager, has been named 
vice-president in charge of sales 
for the eastern area. 


Names Holley Agency 

Liberty Carillons, Inc., New 
York, builder of carillons and or- 
gan chimes, has named Robert 
Holley & Co., New York, to direct 
its advertising. A national cam- 
paign and dealer aids will be tied 
in with RKO’s “The Miracle of 
the Bells,” in which Liberty 
equipment produced the church 
bell tones. 


|Fairfield, Conn., 


duction figures which showed a 
threefold increase within the last 
11 years. Charles E. Devlin, man- 
aging director of the group, de- 
clared that production is limited 
primarily by raw material short- 
ages, and that the only price fixing 
was that done by OPA. 

In reviewing plywood promo- 
tion, Mr. Devlin asserted that the 
association for the past decade has 
carried out a consistent program 
on product research and quality 
production at the mills, grade 
marking and promotion of ply- 


wood uses, with advertising di- 


rected primarily to builders, ar- 
chitects, jobbers and farm engi- 
neers. 


Koether Publishes 
New ‘County Life’ 

County Life, a monthly maga- 
zine for high income families in 
Westchester, Putnam, N. Y., and 
counties, was 
published March 12 for the first 
time. 

George F. Koether, formerly 
with Campbell-Ewald Company, 
Detroit, and Young & Rubicam, is 
the publisher of the new maga- 
zine, which is printed on coated 
stock with color covers. The book 


‘covers clubs, sports, people, fash- 


ion, science, education, community 
events, homes, art and entertain- 
ment in the three counties. 


Waters Names Stiefel 


Herbert J. Stiefel, formerly with 
Sterling Advertising Agency, New 
York, has _ joined Norman OD. 
Waters & Associates, New York, 
as an account executive. 


Auto Plan Names Agency 

The Bank & Agent Auto Plan, 
New Haven, Conn., has appointed 
Wilson, Haight & Welch, Hartford 
and New York, to handle its ad- 
vertising. 


Gets Soap Account 
Sheldon, Quick & McElroy, New 
York, has been retained to handle 
the advertising of Stiefel Medici 
nal Soap Company, maker 0 


medicinal soaps. 


Advert 
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6. 6.8 
| 65.3 
. 13. 11.0 
72.2 70.6 
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Ashland Retailers 
Mobilize to Smash 
Food ‘Monopoly’ 


ASHLAND, Ky.—Charging that 
“there has been a ‘complete 
monopoly in the food industry,” 
H. H. Wheeler, president of the 
Sandy Valley Grocery Company, 
told a meeting of Ashland mer- 
chants that “independent food 
merchants are doomed to extinc- 
tion.” 

However, he continued, there is 
a way to break the monopoly, but 
not unless something is done im-. 
mediately to correct the market- 
ing practices which now exist. 


In. outlining his plan, Mr.) 
Wheeler suggested that independ-| 
ent retail merchants must coor-| 
dinate manufacturing, warehous- | 
ing, transportation and retailing | 
functions—that it would probably | 
be necessary to establish food 
manufacturing plants in the Ash- 
land area to cope with the prob-| 
lems. 
If the smaller merchants all} 
would cooperate in the program of | 
buying supervision, he asserted, 
their buying power would “break | 
the monopoly.” The plan was ap-| 
proved and shortly thereafter, on 
two nationally advertised lines, | 
Mr. Wheeler reported savings of | 
10%, with prospects of similar 
savings on other goods. 

A merchants committee also has 
been appointed to outline the pro- 
gram to bakeries, dairies, meat 
packers and all food manufac- 
turers. 


Names MacCrystall 


William F. MacCrystall has been 
appointed general manager of 
KMGM, FM station to be opened 
in May in Beverly Hills, Cal., by 
Metro - Goldwyn - Mayer. The in- 
itial policy of the station calls for 
broadcasting daily from midafter- 
noon until late evening. 


Agency Shortens Name 


The company name of Brad- 
Vern, Van Diver & Carlyle, New 
York agency, has been changed to 
Van Diver & Carlyle for simpli- 
fication only. There is no change 
in ownership or management. 


Blue Ridge to Schulhoff 


Blue Ridge Spread Company, 
Dalton, Ga., maker of bedspreads 
and robes, has appointed Marcel 
Schulhoff & Co., New York, to) 
handle its advertising. 


in Savannah 


. . . and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 


market. 


AFFILIATE 


630KC + 5000 WATTS - FULL TIME 


Barry to Sloane-Blabon 


Evelyn M. Barry, formerly as- 
sistant advertising manager of 
Alexander Smith & Sons Carpet 
Company, has been appointed ad- 
vertising manager of Sloane-Bla- 
bon Corporation, New York. 


Houck Advanced 


Marshall Houck, former mid- | 


west sales supervisor for Ameri- 
can Safety Razor Corporation in 
Chicago, has been appointed field 
sales manager of the company. 


NAB Appoints Griffith 

Pat Griffith, formerly director 
of information in the Washington 
bureau of the Manila Evening 
| News, has been appointed director 
|of women’s activities of the Na- 
tional Association of Broadcasters. 


Allan Curnutt, formerly general 
'manager of Station WOSH, Osh- 
kosh, Wis., has been named gen- 
eral manager of Station KCBC, 
Des Moines. 


KCBC Names Curnutt 


Klingensmith Appointed 

| H. M. Klingensmith Company, 
Canton, O., has been appointed to 
handle advertising of Clark-Aiken 
|Company, Lee, Mass., manufac- 


turer of paper mill, textile and 


_special machinery. 


‘Wellbrock Named V.P. 


Richard Wellbrock, sales man- 
ager of New Jersey Machine Cor- 
poration, Hoboken, has been 
elected vice-president in charge of 
sales. 


39 


Walsh Agency Moves 

The Windsor office of Walsh 
Advertising Company has moved 
ito the new Guaranty Trust build- 
| ing. 


ST. JOSEPH NEWS-PRESS 
St. Foseph Ouzette 


To sell 


anything 


a advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P M. Mind—read ads deliberately. 


*& That means ANYTHING from shoes to 


shampoo... 


tires. 


razors to raincoats... 


. ties to 


. . watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list 


without end. 


More than ONE MILLION circulation 
- +. More than 414 MILLION male readers 


-- 
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Appoints Merrill Fred Biggs Promoted 


Norman Merrill has been nuaied | Fred P. Biggs has been. named | 
sales manager of the private label | lst vice-president of the Brake. 


division of Stokely-Van Camp, | Shoe and Castings division of the | 
Mr. Merrill, at American Brake Shoe Company, | 


Inc., Indianapolis. 


- one time with Stokely-Van Camp, |New York. He also will continue | 
recently has been sales manager | as vice-president in charge of sales | 


of Foster & Wood, Lodi, Calif., 
fruit canner, 
ago by Stokely-Van Camp. 


|of the Brake Shoe and Castings 
post he has held since 1944. 


O. A. FELDON & ASSOCIATES 


Publishers’ Representatives 


185. North Wabash Avenue Chicago 1, Ill. Dearborn 5272 


/ 


acquired not long | and Southern Wheel division, the 


Federal Reserve Figures on Department Store Sales 


WaASHINGTON—Department store 


'sales in the first week of March, 


were up 4% over the correspond- 
ing week last year, the Federal, 
/Reserve Board reports, but some) 
‘of the gain (perhaps 1%) reflects | 
‘the fact that Easter came a week | 
later last year. 

The 4% increase raised the in-| 
‘dex (based on sales, 1935-39) | 
about 16 points over the level of 
‘the last half of February—not a} 
very great gain with Easter only 
three weeks away. A heavy snow- 
fall in Chicago kept sales down 
(2% from the corresponding 1947 
| week, and elsewhere, too, inclem- 
‘ent weather helped to keep sales 
down. 

In the Boston (first) reserve 
| district, sales were down 8%. In 
St. Joseph, Mo., they were off 13%. 
Gains included Houston’s 40% 


| dollar 


volume increase, which 
helped the Dallas (11th) district 
to a strong 23% increase. The 
St. Louis (eighth) district showed 
a 20% increase, led -by Louisville’s 
25% gain. 


Chain, Mail Order Sales Shown 


The Department of Commerce 
has reported that chain store and 
mail order. sales totaled $2.013 
billion in January, compared with 
$1.7 billion in January, 1947. Sales 
in December, 1947, were $2.851 
billion. Based on average daily 
sales from 1935 to 1939, the chain 
and mail order sales index for 
January was 289.6, compared with 
252.7 in January, 1947, and 301.9 
in December, 1947. 

Indexes for January, 1948, and 
January, 1947, respectively, are as 
follows for*.specific groups: Dur- 


Whey belong LOGE" 


LIKE A TRUCK AND TRAILER 


Creating consumer demand is worthless without proper dis- 
tribution. And vice versa! That's why it’s important to advertise 
your merchandise where you distribute your merchandise— 
OUTSIDE as well as INSIDE Pittsburgh. You can route your 
advertising as you route your salesmen in Pittsburgh's Post- 
Gazette—the only newspaper that will work with your men in 
selling the million central city people—then travel beyond within 
a 50-mile radius to help sell the two million more who live in and 
around the neighboring 144 cities and towns of 1,000 to 70,000 


population. 


REPRESENTED NATIONALLY 


BY MOLONEY, 


“REGAN & SC 


HMITT, INC. 


Advertising Age, 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 | - 


Week to Mar. 6, '48* .p264 


Week to Mar. 8, ’47*. .254 
Month of Jan., °48*... .224 
Month of Jan., °47*... .209 
. . ie harps 285 
Ms MET aig s'niv ace eos 264 


*Not adjusted seasonally. 
pPreliminary. 


able goods stores, 283.5 and 247.0: 
automotive parts and accessories, 
203.7 and 199.4; building materia]! 
stores, 345.2 and 283.8; hardware 
stores, 348.6 and 330.6; furniture 
and furnishings, 258.2 and 228.5: 
nondurable goods stores, 290.4 and 
253.4; apparel group, 282.3 and 
260.6; drug stores, 230.8 and 230.6: 
eating and drinking places, 218.9 
and 226.4; groceries, 350.1 and 
292.9; general merchandise group, 
268.5 and 239.0; department stores, 
322.5 and 274.3; mail order (cata- 
log only), 256.5 and 223.1; variety 
'stores, 193.4 and 192.7. 


Yr.-to-Yr. % Change 
Mo. Week 


Federal Reserve Year 
district and city 1947 
UNITED STATES... 8 
Boston District .... 6 
New Haven ...... 0 
ere 7 
Springfield 
Providence 


r 
ee ee iy 


New York District. . 9 
Newark 
Buffalo 


= 
_ 


~ 
© OO Gls Sth oro 


Rochester 
Syracuse 
Philadelphia District 

Philadelphia ..... 
Cleveland District .. 
ME és bes we os 2 7 
Cincinnati 
Cleveland 
Columbus 
OE <6é dows ances 
Pittsburgh 
Richnond District. . 4 
Washington 
Baltimore , —1 
Atlanta District .... 5 4 
| Birmingham 7 
Miami 
Atlanta 
New Orleans ..... st) 9 
Nashville 2 
| Chicago District ... 2 
| Chieago .......... 9 8 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District. . 8 6 
| Little Rock ..... 2 —3 
Louisville 5 
St. Louis 
Memphis 
Minneapolis District 1 
| Minneapolis 
| St. Paul 
Duluth-Superior. 1 
| 
} 


y 
— 


— 
_ 


ou 
ell eel 
acorftaonw fr em 
be 


ceccevce 


Kansas City District 
Denver 
Wichita 
menees.City ..... %. 

el) 9 4 

Oklahoma City .. 5 5 
Tulsa 

| Dallas District 
Dallas 
Fort Worth 
Houston 
San Antonio 

San Francisco Dist.. 8 
Los Angeles Area 5 2 
Oakland 
San Francisco ... 3 3 
Portland 
Salt Lake City ... 8 6 
Seattle 
r—Revised. 

*Data not available. 


Old Dutch Starts Drive 


| Old Dutch Coffee Company 
|New York, is launching a cam 
paign in 15 newspapers and pal 
|ticipations on WJZ, New Yor! 
Peck Advertising Agency, 
York, handles the account. 


Names Frost Agency 


Harry M. Frost Company, Bos 
ton, has been named to direct th 


advertising of the Boston office of 


Direct ma 
trade publications will b 


Bell Television, Inc. 
and 
used. 


Dunlop Adds Duties 


W. John Dunlop, supervisor 
institutional broadcasts of Cara 
dian Broadcasting Corporati. 
Toronto, also has been nane 
supervisor of CBC 
exchange. 
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U. S. Bedding Co. 
Gives King Koil 
4)| | Larger Campaign 


4 MINNEAPOLIS — Commemorating 
24 its golden anniversary, United 
9 States Bedding Company, maker 


j j j es keene’ Jon Sobotka, New York, public | Whyte Products, Inc., Detroit, and 
35 of King Koil bedding and mat-| any Atlanta. er pe Pe gpg gre wrnnen: relations, has been named by | Millenbach Motor Sales, Detroit. 
a4 tresses, has Pape gown greene ae ——_——_ ren facades Pec’ Jacques Fath,. Parisian couturier, ; 
gram aimed at bo ealers an am a. s ‘ ; . ,,_|to handle the publicity and pro- r 
the public. Jocelyn Named V.P. : This, it was explained, is “a|motion of his fashion collection Let's TEAM-UP on 
The 1948 drive utilizes several| .Glen Jocelyn has been appointed | sharp reversal of sentiment which| and new line of perfumes and co- that next slidefilm 
—/{{ media designed to saturate the | Vice-President in the new Los An- | existed two months ago before | lognes. job! ART WORK | 
REE | : ; ; .,. |geles office of Erwin, Wasey & dit F d ” 
Upper Midwest King Koil distri-|G, Rp yy. Fanning, account ex- commodity prices went down. PEON OTE for producers. 
247.0: bution area. The program marks | ecutive, and Jack Wood and Ted| Ten, most Cleveland women ex-| Steedle, Rankin Moves ORIN PEDERSON, 
sories,§ the largest expenditure in the! Parsons, art directors, have been pected food prices to go higher. Steedle, Rankin & Boyle, New 25 E. Jackson Blvd. 
ateriaif{ company’s half-century history. | transferred from Seattle to the Los| Some women thought that prices| york, has moved its offices from Chicago 4, Ill. 
‘dware{ Radio, outdoor, newspaper and Angeles office. would go down steadily until No-|61 Fourth Ave. to 150 E. 35th St. Phone Wabash 1021 
‘niturey trade publications are among the 
228.5:§ media scheduled. Twenty-five sta- 
).4 and§ tions, from Montana and Colorado ' 
3 and§ through the Dakotas, Wisconsin 3 
| 230.6:§ and Iowa, will carry 150 spots 
, 218.99 weekly, or more than 5,000 a year. 
1 and In addition, other spots will be 
group,| sponsored by dealers, using tran- 
stores,J scriptions supplied by U. S. Bed- ' 
(cata-| ding. A_ five-minute newscast 
varietv| weekly by Sheelah Carter is also WHAT! NEWSWEEK IS ONE OF THE TOP 4 oF ALL 
"| being used. 
a About 100 outdoor plants on GENERAL MAGAZINES IN TOTAL ADVERTISING PAGES! ‘ 
. Week highways are used for King Koil, “72 
f Mar. § and illuminated boards are in use HOW MANY PAGES DID THEY CARRY IN 47: 
. a in the Twin Cities.. A series of 
2» <§ rotogravure ads will appear in the 
2 § Denver Post, Minneapolis-- Trib- 
4 ‘Bune and St. Paul Pioneer Press. 
fe _| Newspaper mats have been sup- 
5 plied to dealers, as have various | a 
5 1\§ dealer aid materials. OVER 2800! AND THEY VE GOT THE BLUE CHIP COMPANIES, 
12 29 
Pe a) ee ee ee ee TOO. WITH GOOD REASON! FOR NEWSWEEK DELIVERS THE 
1/2 a . 
“Ca ee ET “TOP 700,000” AMERICAN FAMILIES ... THE GREATEST 
J] Pee Seven. Sas CONCENTRATION OF LEADERS IN BUSINESS, INDUSTRY, } 
8 13 The Standard Oil Company of 
® ff British Columbia has launched a AND THE PROFESSIONS OF ANY GENERAL MAGAZINE. 
14 4] daily and weekly newspaper cam- | 
13 {J paign to promote Chevron Su- AND AT THE LOWEST COST PER THOUSAND ! 
16 1:§ preme gasoline, supplementing the 
4 ¥ 24-sheet poster and radio adver- 
4 'f tising. As a start, 10 daily news- 
_;  ..] papers are being used with inser- 
4 -f tions three times a week. Later ] 
7 i7f in the summer the schedule will fi 
11 ‘ff be changed to two insertions a ‘ 
3 -§ week. The weekly newspaper | . 
: series is to run for 26 weeks. 
*: ‘, OBrien Advertising Ltd., Van- 
g —.§ couver, B. C., handles the ac- 
9 7§ count. 
17 ! —————— 
2 1 
; of Adwomen Reelect 
—$  \-f Jacqueline J. Hancox, account 
1° ;.f executive of Russell T. Kelley 
4 j)| Ltd., Hamilton, Ont., has been re- 
9 +} elected president of the Women’s ; 
12 Advertising and Sales Club of r 
6 ‘| Hamilton. ’ 
10 amtigulaandiintiens 
10 
i --| Gardner Agency Moves 
Po -| Fred Gardner Company, adver- 
4 —1)3) Using agency, has moved its offices 
15 ‘| from 441 Lexington Ave. to 202 E. 
20 12 44th St., New York. 
—3 20 
10 15 
20 4 
16 at 
11 r’ 
13. 
3 
18 
6 
Leading Agencies Rely on 
Faithorn 3-in-1 Service! 
rive 
Sompany§| We would like to show you 
BS eo samples of work we are 
w York— regularly producing for 
cy, New | , 28 
“ eading advertising agen- 
cies through our COMPLETE 
cy " SERVICE METHOD of opera- 
Ss P ° . 
Daca thq tion. Ad-Setting, Engraving 
1 office ©B and Printing ... all under 
irect ma ° : 
will b@ ONE roof. Phone or write to 
| THE FAITHORN CORPORATION 
7S 400 N. Rush St., Chicago 11 
ah Gans Phone WHitehall 2300 
a geen a A Complete Day and Night Service for 
nin ° 


p Advertisers and Advertising Agencies 
ernatio:4 


Smith Names Teasdale 


Gerard Teasdale, formerly with 
Gilman, Nicoll & Ruthman, New 
York newspaper and radio rep- 
resentative, has been named rep- 
resentative in New Jersey and 
eastern Pennsylvania of Southern 
Power & Industry and Southern 
Building Supplies, published by 
W. R. C.-Smith Publishing Com- 


Cleveland Women 
Expect Price Dip 


New YorK—Two of five Cleve- 
land housewives expect food 
prices to decline this spring, Ken- 
yon Research Company, a divi- 
sion of Kenyon & Eckhardt, re- 


ae ae : 


‘ 


vember—this being an -election Foyr Name Powell-Grant 
year—and then would rise again. | Detro?ft.and 


: “ | Powell - Grant, 
Few believed that “the govern- | Cleveland, has been appointed to 


ment would, or should, exercise handle the advertising of Cleve- 
any direct control over prices in| land-Sandusky Brewing Corpora- 
the future.” | tion, for Crystal Rock, Brewmas- 
| ter Premium beer and Old Timers 
|ale; Citizens Mutual Auto Insur- 


Couturier Names Sobotka | ance Company, Howell, Mich.; Ray 
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pee ae Bendix Uses ‘This Week’ 


| Bendix Home Appliances, Inc., 
WM. F. RUPERT South Bend, Ind., used the March 
Compiler of national birth | }4 issue of This Week Magazine 
lists EXCLUSIVELY for the t© Carry dealer-signed, four-color 
past fifty years. b= yer —_— pe mage pooner 

|The ad supplemen e curren 
eiaee! x "Sep black-and-white newspaper cam- 


paign. 


tte record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


| Allso publishers of DRUG AND COSMETIC INDUSTRY 


Be See Sy eae 
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Hofstra College 
Sets Up Research 
Workshop’ Course 


HempstTeap, N. Y.—Hofstra Col- 
lege here is the latest educational 
institution to install a workshop 
course on advertising and market- 
ing research. 

Using the “projective” tech- 
niques, which have been success- 
fully employed by psychologists 
in the study of personality pat- 
terns, Hofstra students, under Dr. 
Thomas Coffin, head of the psy- 
chology department, are now in- 
vestigating three separate prob- 
lems for New York agencies. 

The three projects include a 
survey of magazine reading habits 
of cigaret smokers, a nationwide 
mail study of movie goers and an 
investigation of the reasons why 
college men go hatless. 

No attempt is made by the stu- 
dents to compete with established 
research agencies. Announced 


objective of the workshop courses 


’|is to take over secondary prob- 


lems faced by advertisers and 
agencies — problems which are 
“less pressing, but to which they 
would nevertheless like an an- 
swer.” 


Porteous Opens NY Firm 


Harriett Couplin Porteous, for- 
merly advertising director of 
Johnson, Stephens & Shinkle Shoe 
Company, has formed a New 
York firm to provide advance 
fashion and advertising informa- 
tion for shoe dealers and shoe 
manufacturers. 


Gets Camera Account 


Pho-Tak Corporation, Chicago, 
maker of the Travellor camera, 
has appointed Jasper, Lynch & 
Fishel, New York, to handle its 
advertising. 


Vail Joins Crossley 


C. R. Vail, for the past two years 
head of his own market research 
firm, has joined Crossley, Inc., 
New York, as director of research. 


his is Voledo 
Home of McKay-Davis Company 


ONE OF THE NATION’S LEADING MANUFACTURERS OF 


Modern facilities and ad- 
vanced equipment permit 
exact laboratory control of 
McKay - Davis products. 


Using the basic principle developed nearly 
a century ago by Giovanni Donofrio, the 
third generation of the Donofrio family is 
now engaged, in the McKay-Davis Com- 
pany, in quantity production of effervescent 
chemical products of recognized superior 
quality for the pharmaceutical trade... 


EFFERVESCENT MEDICINAL PRODUCTS 


aS 
AEE 


Current expansion of its activities finds 
McKay-Davis today also large wholesale 
manufacturers of aspirin, as well as special- 
ized products marketed under its own name 


. With 21 foreign 


representatives, 


McKay-Davis is important in the foreign 
as well as domestic pharmaceutical trade. 


...and this is the TOLEDO BLADE 


The diversity of Toledo manufacturing activities is highlighted once 
again by such companies as McKay-Davis, who find Toledo ideal not only 
for favorable conditions of production but also as a center of distribution 


. Strength and balance characterize the whole Toledo market... 
the retail trade area of 14 fine 
Strength and balance also 


CBY «6 


the metropolitan district... 
counties, rich in agricultural production. 


the 


characterize the Blade’s coverage of this important **‘Double- Value” 


market... 
“The Toledo Market.” 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER AOVERTISING NETWORK 


Write for booklets, ‘This is Toledo’’—Second Edition, and 


DOUBLE DUTY—Hi-Bright tumblers, 

made by Federal Glass Co., Columbus, 

O., are packed in sets of six in this new 

display container made by the Cleve- 

land Cartons division of Robert Gair 

Co. to be sold in variety and chain 
stores. 


Hard-Selling Copy 
Need in Cleaner 
Drives, Rau Says 


CLEVELAND — Vacuum cleaners 
now will not sell unless they are 
demonstrated and ads emphasize 
terms and down payments, Roscoe 


- tailers 


R. Rau, Chicago, vice-president of 
|the National Retail Furniture As- 
| sociation, told the Vacuum Cleaner 
'Manufacturers’ Association here. 
| “The old type advertising of 
‘cleaners, without selling features 
|/or inducements,” Mr. Rau said, “is 
not pulling. All such advertising 
'must have selling punch in it or 
\it will not draw Mrs. Consumer 
|into the store. The furniture deal- 
ers have found that with smart 
\looking ads, proper display and 
demonstrations, vacuum cleaners 
sell in vclume.” 

He said that a recent Daniel 
Starch & Staff survey made for 
the organization, showing 17% of 
non-owners of vacuums do not 
/have any rugs, should inspire -re- 
“to push doubly hard the 
sale of floor coverings, of rug pads 
and of yvour vacuum cleaners.” 


Discusses Discounts 


Vacuums, Mr. Rau pointed out, 
have produced 22.3% of home 
goods dealers’ sales. Continuing, 
‘he said: 

“It is true that the gross margin 
on appliances in 1941, the last 
typical year, was 40.7%, compared 
‘to the store-wide average of 
144.6%, but the dealer’s turnover 
figures, or the typical figures re- 
vealed by the NRFA in its 10-year 
|study, show that furniture store 
total turnover averaged 3.2, 
whereas appliances had a 4.5 
|turnover. Mr. Home Goods Re- 
tailer averaged $5.81 of-sales per 
dollar average inventory for the 
store, while his appliance depart- 
ment gave him $7.45. 

“It took World War II to make 
furniture retailers realize the im 
portance of the appliance depart- 
ment. Operating their stores with- 
out appliances, they lost traffic 
they lost account openers and 
they lost add-on sales.” 


Kaufman Appointed 


Henry J. Kaufman & Associates 
Washington, has been appointe 
to handle the advertising in lead 
ing aircraft journals in the Unite< 
States and South America fc 
Aircraft Components Corporation 
Alexandria, Va., distributor « 
propeller and airplane’ engin 
parts and accessories. 


Lithographer to Wesley 

Consolidated Lithographing Co! 
poration, Brooklyn, has appoainte‘ 
Wesley Associates; New York, 
handle its advertising. 


‘Heads Libby, McNeill 


Vern Proctor has been name‘ 
president and managing directo 
of Libby, McNeill & Libby 0 


Canada, Chatham, Ont. 
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Canada Dry Tells 
Workers What 
Makes It Fizz 


New York—Canada Dry Gin- 
ger Ale, Inc., has laid before all 
its personnel the full story of the 


company’s efforts to keep its budget 
in balance during inflationary 
times. 


In a special report to employes, 
R. W. Moore, Canada Dry presi- 
dent, draws a parallel between 
the financial circumstances of an 
individual and those of the cor- 
poration in these times. 

The report points out that while 
business costs have risen, Canada 
Dry’s selling prices have _ re- 
mained unchanged. It goes on to 
explain how, with the help of its 
employes, the company was able 
to introduce widespread econo- 
mies and increase its volume. 

In chart and tabular form the 
statement itemizes almost every 
fraction of the income dollar and 


r shows how it was distributed. 
“Our purpose in preparing this 
7s report,’ Mr. Moore said, “was to 
_ J show our employes the back- 
eCaners T sround of costs and other eco- 
ns are | nomic factors involved in Canada 
a Dry’s efforts to maintain its tra- 
ge ditional price level.” 
we ra The report was mailed to em-| 
‘ie S- | ployes at their homes, with a. 
meee postage-free return card inviting 
mae f comments. Incomplete returns.) 
a ° |showed more than 95% of em-| 
aa ployes favoring publication of 
PBsine such reports in the future. 
n it or 
nsumer 
> deal. }Lazarus Agency Gets 
smart }12 New Accounts 
ay and Harry J. Lazarus & Co., Chi- 
leaners fcago, has been named to direct 
the advertising of Arthur Beck 
Danie] |Company, maker of ArtBeck 
ide for }Pasters and pan-handlers; H. Ten | 
17% of Bruin & Sons, maker of mustard, | 
do not | orse-radish and barbecue) 
, sauces; Clear-Again Products, 
ire Te- Finc., head cold tablets; Enoz de-| 
ard the § partment of Diversey Corporation, 
ug pads maker of Enoz moth proof and |} 
ers.” Enoz moth preventives, and Emul- 
sol Corporation, manufacturer of 
; organic chemicals. 
ted out,@ Other new accounts of the 
homegasency are: Kisco Products, Inc., 
tinuing house furnishings; Liberty Loan 
'§Corporation; Mercantile Discount 
Corporation; National Credit 
} Margi" EClothing Company of Chicago; 
the last#Progress Feather Company and 
ompared {Special Foods Company, maker of 
rage oOlfJay’s potato chips. 
turnover 
ures re- 
; 10-year 
re store he, 
ed 3.2, H \ 
a 4.31 Synghie ) 
yods Re- per 
sales per / 
pole TOT The Sun ts Shining 
n both sides of the street for 
to make 
> he Evening Independent 
. > 
res with- 
st traffic WHY? 
ners 2n422% More Circulation 
Than Last Year 
d 0,456 Papers Published 
\ssociates H 
appointe Daily 
x in lead (average week of February 23rd) 
‘ted 
oo age h round figures The Evening Independent 
poration is GOING HOME to 
ibutor < 
. engin’ APPROXIMATELY 
100,000 people 
r The Advertising Dollar which has al- 
esley ways PULLED in The Independent is 
pres fae doing double duty now in the 
app 
- York, ‘§). PETERSBURG and PINELLAS COUNTY 
$106,525,000 Retail Sales Market 
il , 
Neill Loe Evening Independent 
g directo} The Sunshine Newspaper 
Libby 0° 


St. Petersburg, Florida 


— 


Erwin, Wasey & Co., Chicago, 
has been appointed to handle the 
advertising of Morton Mfg. Com- 
pany, Chicago, manufacturer of 
railway appliances and a line of 
steel kitchen cabinets, sinks and 
base cabinets. 


Gets Razor Account 


New Electric Razor Corporation, 
Baltimore, has named Justin 
Funkhouser, Advertising, Balti- 
more, to direct the advertising 
and sales promotion of its newly 
developed electric razor. 


Gets Perfume Account 

L. M. Parker Ltd., Montreal, has 
appointed the Montreal office of 
Harold F. Stanfield Ltd. to direct 
the advertising for Caron per- 
fumes. 


Evelyn Jones Promoted 


Evelyn Lee Jones, manager of 
the contract and traffic division of 
the radio department of Donahue 
& Coe, New York, has been ap- 
pointed time buyer for the agency. 


Morton to Erwin, Wasey QOytdoor Board 


Elects Directors 


New York — Milton H. Biow, 
president of the Biow Company, 
New York, John B. Hunter, vice- 
president, N. W. Ayer & Son, 
Philadelphia, and F. Bourne 
Ruthrauff, vice-president, Ruth- 
rauff & Ryan, New York, have 
been elected to the board of direc- 
tors of the National Outdoor Ad- 
vertising Bureau here. 

Other new members elected to! 
NOAB’s board during 1947 are: 
H. H. Dobberteen, vice-president, 
Benton & Bowles; John Johns, 
vice-president, Batten, Barton, 


Durstine & Osborn; Guy Richards, | 


vice-president, Compton Adver- 
tising; and Edward F. Wilson, 
McCann-Erickson,‘all of New York. 
NOAB President John M. Paver 
reported that 1947 saw the largest 
volume of business in the bu- 
reau’s 30-year history, with 209 
agencies using it on behalf of 504 
advertisers’ accounts. 


Joins Mac Wilkins, Cole 


Rolland Gabel, formerly a sales- 
man in the general advertising 
department of the Journal, Port- 
land, Ore., has been named to the 
newly created position of assistant 
to Production Manager Olaf Jorth 
of; Mac: Wilkins, Cole & Weber, 
Portland. 


Seems etna. LTD 


Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 


LOS ANGELES 


GARFIELD BLDG. 


\_ Russ BLDG. 


Srdlwo THIRD 


IN THE NEW OUTDOOR ANNUAL 


Year after year we haye painted between twelve 


and twenty-three of the “Hundred Best” 


posters of the year. One of our artists should fit 


your appropriation. 


(ihn leat | Mite Qo 


510 NORTH DEARBORN + CHICAGO 10 + WHITEHALL 6070 


4 


One shaving brush equals one man. One shaving brush plus 
one lipstick totals one Family. From there on multiply! 


For proof notice how quickly the shelf and family medicine 


cabinet are filled with Baby Powder... Hand Soap...Soap Flakes 


..-Oil...Lotions...Razor Blades...Bobby Pins...Nose-Drops... 


On grows the list and up go the sales of advertisers who 
sell the family Market! 


Families are always buying. They are a constant market 
for all goods and young families in the process of accumula- 
tion buy more of everything. 


In Chicago, the Herald-American is the preferred news- 
paper of young, active, on-the-way-up families. It is their kind 
of a newspaper. It publishes more of their favorite fectures, 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 
Herald-American because it goes into the home, reaches and 


sells the whole family. 


You can profitably influence the purchases of over 
500,000 families each evening and more than a million on 
Sunday by placing your advertising in the 


Nationally Represented by HEARST ADVERTISING 


SERVICE 


-_—_—- 


ae aes Poe iO ate td a ibe alte ena rg os eae si: Mae eV RLS gh gavin Cn Remeie as leat Co a ag ae eke wo es a Spd sae Se ae 1 Rs ea Rc roe ae UE CIN bee ply ae eons N UMMaS pe AS 's a a 
NON, th eta ey Sas ey ee ie ee me. ae Se a A ee in Pn Herep a er RE GOR BOSE ent pov es te ae 
3. 5 . é eae Nh aba Has ; 
ee Se 
ee. | a, | 
! 
a ie 
5 : 
ee | 
7 ' 
= es | 
ee P 
Sl a ll 
he 5a : q 
eee ge | 
‘ 23 re ae} : - 
: Bey AF red 4 * 
' - . ue? AH ae 
NH | 
fon | . = U Jse Drus h an d Faint 
| | we j©- to Write big Orders 
é, | ¥ P ‘ -—-. y — et a ae bag. yc eae SRR Oe a —— 
7 / | 
- -—. L 
‘ a : : 
4 _ 
’ 
om 
EVENING AND SUNDAY—when the whole family is together 
re feo. ee a, 
| eee ee 


; 
| 


~ 
—-—$ 6 ay 
wet 


** ** **% 4% 444444484444 4449494448344 4848484484848 ttt 


You Ought toKiow.. « 


1 \?? SPORT is delivering over 


500,000 .. . and sales are increasing 


ant 


monthly. And you know 


SPORT gets read because 


Take a dash of the classics; a 
pinch of crowded bleachers at any 
Sunday doubleheader; a_ table- 
spoon of affection for good food, 


perience in vari- 
ous geographical 
locations — mix 
well and pour 
into a mold of 
industrious ap- 
plication. This, 
friends, is a well- 
known 
recipe for one 
healthy serving 
of good, hard- 


| Byron MacFadyen vertising. 


The man responsible for this bit 


i i I i i i i A i i A A i i A i i ee ee a ee a ee ee ee ee el 


,of “copy cooking magic” is By- 
'ron MacFadyen, copy director of 


| office. 


and a cup of broad travel and ex-| 
|Amateur Chefs, 


“chef’s’”’ | 


selling food ad-| 
| stand, 


‘sports he follows avidly. 


Byron MacFadyen 


N. W: Ayer & Son’s San Francisco 


A member of the Society of 
Mr. MacFadyen 
derives almost as much pleasure 
from preparing a_ melt-in-the- 
mouth dish as he does from turn- 
ing out a mouth-watering ad. 
When he isn’t puttering around 
his vegetable garden down the} 
Peninsula at his home in San) 
Mateo, Cal., or mussing up Mrs. 
MacFadyen’s kitchen while con- 
cocting some new delicacy, you 
can almost be sure to find Byron 
MacFadyen perched in a grand- 


Advertising Age, Marc » 1945 
in the social sciences and worked 
on the staff of the Daily Cali- 
fornian. © 

The quandary (so commo); 
among college graduates) o/ 
“what - to - do - with - myself - 
now” hit Byron when he gradu- 
ated from the university. 

He landed in a northern Cali- 
fornia logging camp. There he 
learned a lot about the buying 
habits of people from watching 
the loggers’ wives making their 
purchases from the omnipresent 
mail order catalogs as well as in 
the company’s general store. 

World War I found Byron serv- 
ing as a 2nd lieutenant with the 
90th Division. Stricken with in- 


|fluenza, he spent several months 


in a hospital in France after the 
Armistice. 

But the months of hospitaliza- 
tion also served Byron well, for 
they gave him another opportun- 
ity to meet and live with people 


stadium or fieldhouse 
watching any one of the many 


|U. S. 
If the | that the urge to write really 


from many different parts of the 
It was also in the hospital 


evening fails to offer a nearby /| gained suprémacy among Byron's 
fight or basketball game, he turns | aspirations. 


to his favorite copies of Emerson, 


_ He joined with a couple of 


Macauley or Arnold for diversion | friends in writing and producing 


_and entertainment. 


Between the covers of the class- 
ics, Mr. MacFadyen asserts, he 


\finds his surest clues to clarity, 


conciseness, subtlety and force in 
writing. 
To illustrate the need of study- 


‘ing the classics before writing 


copy, Mr. MacFadyen points out 


‘the practice of baseball players 


several one-act plays and _ short 
sketches for the amusement of the 
/recuperating doughboys. 

| Back home in the States at last, 
|Byron obtained his release from 
‘the Army at Camp Lee, Va., in 
‘early 1919. After reading a house 
‘ad placed in The Saturday Eve- 
ining Post by N. W. Ayer & Son, 


Byron wrote a letter of applica- 


ASSEMBLY LINES properly located are a 


material aid to efficient production. Steps saved at 


operative posts is time saved. And when time is 


saved production increases. 


Recognizing the importance of plant design, P& A 


has positioned all equipment in efficient, logical 


sequence. The entire plant, including electrotype, 


mat, and stereotype departments, operate on one 


floor, in an area of 21,000 square feet. Typical of 


unit location efficiency is the adjoinment of the 


proofing room with the finishing department. Also 


the convenience of the mat and electrotype depart- 


ments to each other for necessary pattern repairs. 


P & A produces well for the advertising clientele 


it serves. And it must perform without lost motion 


in order to meet all publication deadlines. 


who approach the plate swinging | tion for a job with the agency. He 


three or four bats. After a work-| was invited to Philadelphia for an 


‘out on weightier stuff, Mr. Mac-| interview and joined Ayer there 
|Fadyen states, the copywriter can 


handle his writing tools with ease | 


in March, 1919. 


Came 1921, and a wave of 


‘and place his hits between the | homesickness for his native Cali- 


fielders. fornia hit Mr. MacFadyen. He re- 

Besides recommending bleacher signed from his copywriting job 
seats for picking up the necessary | with Ayer and journeyed back to 
personal touch with people, Mr.|San Francisco with his wife and 
MacFadyen feels that travel and young daughter. There he took a 
experience in various localities job with the Honig-Cooper agency 


and jobs are invaluable assets to|in the copy department. 
| the man or woman with a yen to» 


Two years later, Byron was 
sell through the power of the | asked to come back to Philadel- 
printed page or radio. -phia by Ayer. He and his family 
And Byron MacFadyen bases| remained there until his return to 
this opinion on his own experi-| San Francisco in 1938 to join the 
ence. As a small boy he hopped agency’s local office. 
from one section of the United During his more than 25 years 
States to another with his parents. of service with N. W. Ayer & Son, 


‘Since his father’s work kept the Byron MacFadyen has worked on 


family moving about almost con- many outstanding campaigns for 
stantly, Byron had to grab his. such food accounts as Kellogg 
grade school education in small cereals, Hills Bros. coffee, Dole 
parcels in towns around the pineapple, Sugar Institute, Knox 
United States and one in Canada. gelatin, California Bartlett pears, 
This nomadic career as a boy,| Oyster Institute and California 
opines Byron, taught’ him the) Artichoke Growers. 
value of adapting himself quickly! Important ingredients in Byron 


to many different environments | MacFadyen’s formula for effective 


and types of people. And he has food advertising copy include 
put the experience to good use|clear appreciation of the house- 
during his career as a writer of | wife’s problems. Appreciation of 
advertising. It has helped him | good food is another asset for the 
immeasurably, he says, in figuring | copywriter working on food ac- 
out geographical appetite differ- | counts, says Mr. MacFadyen. But 
ences and in determining the copy |he is quick to offer examples of 
approaches required for appealing | one or two top food copy men and 
successfully to people throughout| women who show little enthusi- 
the land. asm personally for eating. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS «© NICKELTYPERS *© MATRICE MAKERS - STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


Byron went to high school for a. 


year and a half in Massachusetts. 
Then his family moved him back 
to California, the land of his birth. 


Shortly after his return to Oak- | 


land, he got the idea that he 
should leave school and go to 
work. The job was serving as a 
printer’s devil in an Oakland print 
shop. Two years of this, he be- 
lieves, taught him much about 
business discipline and the head- 
aches of the printing trade. It also 
convinced him that he should re- 
turn to high school. 

After earning his diploma, By- 
ron continued his schooling and 
further fanned his rejuvenated 
lust for knowledge by entering 
the University of California in 
Berkeley. 7 


His four years in college were | 


unexciting. At least you can’t get 
Byron to say anything about them 
beyond the fact that he majored 


His interest in food and cooking 
has led Mr. MacFadyen to con- 
tribute several articles to Good 
Housekeeping magazine. He be- 
lieves that a cook should be able 
to bring out the true values ol! 
meat or vegetables, using onl 
basic ingredients for seasoning, 
before he goes in for fancy sauces 

When World War II came along 
and national food advertising fel’ 
the knife, Byron MacFadyen was 
commissioned by his agency t 
stay in Seattle and work directly 
with the Boeing Aircraft peopl 
on their intensive labor recruiting 
campaign. Mr. MacFadyen like 
,to refer to this period as a poi! | 
of interest in his career. 

Right now Mr. MacFadyen ': 
serving a class of aspiring adve'- 
tising workers his menu in tné 
Golden Gate College School of 
Advertising’s advance copywr''- 
ing course. 
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FIRST AD—This full-color page in Life 
March 8 is the first for Campana Sales 
Company's new Magic Touch cream 
makeup, advertised on Campana's "First 


Nighter" radio show since January. 
Wallace-Ferry-Hanly Co., Chicago, is 
the agency. 


Johnson Urges 
Improvements 
for Drug Stores 


New YorK—Department stores 
and grocery supermarkets are a 
threat to retail drug stores unless 
the stores act to meet the chal- 
lenge of the return of the buyers’ 
market, Arno H. Johnson, director 
of media and research of J. Wal- | 
ter Thompson Company, told the | 
mid-year meeting of Federal | 
Wholesale Druggists’ Association | 
here. 

He said that unless drug stores | 
make some “real improvements,” | 
the following threats to the busi- | 
ness might come about: 

1. Much of the wartime busi- | 
ness in non-drug items may re-| 
turn to former outlets if these 
outlets provide facilities more) 
convenient or more pleasing to 
the consumer. 

2. Department stores may gain) 
an increasing share of the per-| 
fume, cosmetic and toilet prepara- | 
tions business. 

3. Grocery supermarkets may | 
take an increasing share of the) 
“quick-turning” convenience items, 
“since in self-service they display | 
and feature the brands for which | 
broad consumer acceptance has | 
been established by advertising.” | 


Potential Even Greater 


Although drug stores have) 
dwindled by some 2,000 since’ 
1939, Mr. Johnson said the stores | 
were handling a volume of busi- | 
ness in 1947 which was 132%) 
greater than that in 1939, or $3,617,-. 
000,000 against $1,562,000,000. De- | 
spite this increase most of these) 
stores have not improved their) 
facilities, he declared. 

“The potential market for drugs | 
and toilet preparations is great | 
enough to provide still greater 
sales,” Mr. Johnson said, “but this | 
depends on educational and sell-| 
ing effort to encourage those who_ 
have moved up in income group 
to take on the buying habits of. 
the income group into which they | 
have moved. The burden of this | 
educational effort now falls on the 
advertiser, who unfortunately is} 
handicapped by the inadequacy of | 
the 1939 standard of retail outlets.” 


Knight Appointed 

Gordon J. Knight has ‘been 
named sales manager for Canada 
of Smith-Kirkaldy-Dennison Tool 
Company, Amherstburg, Ont. For 
the past 13 years he has been a 
buyer with Ford Motor Company 
of Canada Ltd., Windsor. 


Fabick Names Smith 


Ralph Smith Advertising 
Agency, St. Louis, has been ap- 
pointed to handle the advertising 
of Fabick Aircraft Company, Lam- 
bert Field, St. Louis. Newspa- 
pers, business papers and direct 
mail will be used. 


Transit Ad Group 
Votes to Continue 
Car Card Awards 


PorTLAND, OrE.— The Western 
Transit Advertising group has de- 
cided to continue its annual art 
awards, to be made at the annual 
convention of the Advertising As- 
sociation of the West in Sacra- 
mento, June 13-17. 

Cash prizes this year remain 
the same as in years past, al- 
though the WTA ruled that only 
75 cards will be exhibited and 
judged for prize awards, dis- 
tributed on a pro rata basis among 
member cities. Eliminations are 
expected to be made at meetings 
of local adclubs. 

First prizes are $150 each for the 
originator of the idea and the 
artist, or $300 if the same per- 


son had the idea and did the art} GM Ups McVey and Stark 


work. Two second prizes of $75| D. H. MeVey, assistant secre- 


each and two third prizes of $25 * ¢ General Mills 
each will be awarded on the same | ia “Wineebcd: ake Wingin ap- 


basis. | pointed assistant to the president, 

Entries from the eleven western | Leslie N. Perrin. M. P. Stark, 
states and British Columbia mayj|formerly assistant to the presi- 
be sent to the transit advertising | dent, has been named assistant to 


office nearest the contestant. |the chairman of the board, Harry 
|A. Bullis. 


. —— 

To Ridgway, Ferry Clinton Appoints Maxon 

Ridgway, Ferry & Yocum, New| Clinton Industries, Clinton, Ia., 
York, has been appointed to direct| primary processor of corn prod- 
the advertising of Ice-Flo Corpo-| ucts, has appointed Maxon, Inc., 
ration, Lonsdale, R. I., manufac-|New York, to handle its advertis- 
turer of a new machine which | jing, 
automatically makes and_ stores 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales_ prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


GENERAL 


BUSINESS FARM 
PAPERS * PAPERS MAGAZINES 
314 So. Federal St.. Chicago 4 


ice cubes. 


| 
| 


Brown Joins Jam Handy 


Donald H. Brown, formerly a 
producer, director and writer for 
Republic Productions, Inc., has 
joined Jam Handy Organization, 
Detroit, where he will do writing, 
directing and producing. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION é 
Published bi-monthly at Milwaukee, Wis. 


Under the kerosene lanterns of tent 
stores in the Gold Rush, the harried shop 
keepers found they had to provide clothing 
as well as cloth... learned to cut into bolts 
of cone and denim, hand sew the hard 
fabrics, rough fit the customers... and so 
laid the foundation for San Francisco’s 
flourishing work-clothes trade . . . 

As the West grew, the prospectors gave 
way to ranchers, range-riders, cowpokes 
in chaps, customers who found fabrics too 
frail and liked leather... and San Francisco 
stores fashioned sturdy fringed frontier 
garments from buffalo skins, hides of 
steer and horse, and undressed kid. 

Currently, San Francisco is one 
of the nation’s main sources of 
authentic Western wear... the 
levis worn alike by the working 
cowhand and dude, denim, whipcord ; 
trousers, leather belts, rodeo boots, hairy 
chaps and vests, brazed bridles, fine custom 
saddles hand-tooled. 

The oil fields and big dams brought 
workers who wore overalls, riggers’ boots, 
windbreakers and work gloves. Then came 
the war influx . . . welders, steel workers, 


machinists, shipbuilders and stevedores. 


Cuimare, cash and new leisure began 
a Western apparel boom. San Francisco 
designers and craftsmen responded with 
distinctive casuals, sports clothes, slacks, 
and colorful beach styles from the Pacific 
Islands. And Western fashions trickled 
eastward, now have a national market. 

Now San Francisco has more than fifty 


manufacturers of men’s wear, accessories 


. eo 
RANGE RIDERS’ Rigging eee 


and leather goods . . . with an estimated 
dollar volume of $30 million plus—part 
of the city’s $86 million garment industry. 
Small change in comparison to other 
trades, other localities, this work and play 
apparel business is merely more evidence 
of San Francisco growth, significant as an 
index of a growing market that merits the 
best effort of the national advertiser. And 
significant to this market is The Chronicle. 
Long on history and local achievement, 
locally owned and edited, The Chronicle 
today is very much more than a local 
vehicle... carries probably the most 
comprehensive general news of any 
newspaper outside New York...is 
indispensable to the well-informed 
in Northern California. 
Favorite paper of business men 
bankers, Montgomery Street, the 
opinion makers, The Chronicle is also 
highly read and regarded by sports fans, 
and women of assorted ages, incomes 
and social strata. 


Reacuine one of three city families, 
one in four in the commuting counties of 
the Bay Area market . . . The Chronicle 
provides the most productive audience for 
the principal department stores, the best 
specialty shops... and delivers sales for 
popular priced goods on Market Street. 
And syndicated supplements excepted, 
The Chronicle leads in national linage. 

The Chronicle can do a job for you 
here, if your product is worthwhile, in any 
price or prospect field you sell. Why and 


how—any SFW man will show you. 


san Francisco Chronicle 


SAWYER-FERGUSON-WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Writes Speech Book 


“How to Speak Better English,” | 


a new book written by Norman 

R ES PON s F Lewis, author of “How to Read) 

Better and Faster,” and published | 

by Thomas Y. Crowell Company, | 


e Advertisers who make passes at the South Bend market New York, gives the answers to| 
NY get a swift reaction. Test campaigns in “Test Town, U.S.A.” the common problems of correct | 
+4 d . 4 ‘decha Its. Th | h speech. In addition to the dis-' 
} produce accurate and decisive resu ts. the people who cussion of grammar and usage | 
|: live here buy here. They are typical of the nation’s in- there are 53 day-by-day tests and | 
; dustrial-agricultural structure. That’s why the U.S. Gov- four achievement tests for check- | 
saat : ‘ ing progress... The book sells | 
ernment frequently uses this market for important tests for $3. 
| and studies. Want al! the facts? Write for free market ——_——_—— 
: ‘data book entitled “Test Town, U.S. A.” Columbia Names Uhlig 
5 Max Uhlig has been appointed 
sales service manager of Columbia | 
: transcriptions, the radio recording | Gen 
rid . he division of Columbia Records, Inc., mer 
Ul re _ New York. He will continue to . tion 
— esas e se supervise sound effects operations | A L io ject 
, ys as in the past. a ee: . sore 
: Baas” MERKATIONAL Sait CO. NC here 
| Sa ull Pre nd Launches Hotel Drive a In 
| pie, ee Harrison Hot Springs Hotel, | ' . preh 
- : aS et Lake Harrison, B. C., through ‘ 
STORY, BROOKS & FINLEY, INC. ‘ McConnell, Eastman & Co., Sane | ADDITION—iInternational Salt Co., — 
NATIONAL REPRESENTATIVES couver, B. C., is using newspapers, | Now Yor, 909 — ” soon. on futu 
N . : *| grain popcorn and peanut salt to i 
ag err ganypes jan he pease line, packaged in home-size containers. velo; 
‘ y ; | The label carries recipes for popcorn futu: 
. . balls and for blanching, roasting and 
° 4 ¥ ee, . | deep-frying nuts. 
| Ac 
={: howe 
- - . Southern Pacific ot 
’ . ‘ a conti 
is New Combination ‘Next Time’ Signs | 
s be | 
| Again Scheduled | ::., 
San Francisco— Southern Pa- J and 
| cific Company’s perennial outdoor point 
& ’ * message, “Next time, try the times 
“ train,” will again be the theme broa¢ 
E aé es @] a in K ecu | \ of the company’s 1948 summer porat 
, outdoor campaign. gram 
y Now in its 14th year, this sus- An 
tained advertising theme will have 
‘greet highway travelers at stra- respo 
tegic points from San Diego to with 
Seattle. Only the art for _ this fairs 
‘ year’s painted displays will be can jy 
; different. The copy on the three | of ec 
types of boards will be: “Next their 
: time try the train . . . SAFE,” J Cool, 
“Next time try the train... tional 
COOL,” “Next time try the train J New 
... RELAX.” a 
: Fred Q. Tredway, general ad- J indiv: 
vertising manager of Southern many 
. : é. Pacific, originated the message. jects 
Advertise for the “ YES” that gets ACTION . . . through the pages that decision- Part of the Gelches through ie benef 
years has been to locate the signs J !divi 
making executives value more highly than any other publication only in spots where they would J Servic 
e /be seen by the automobile trav- J ‘rienc 
eler after a long, tiresome trip, J dent 
after passing a particularly J entity 
crowded or hazardous stretch of | he al 
. m road, or in the hot desert country. compé 
DVERTISERS who sell from the top Do you advertise a business prod- phone for the Story of the Greater yd & hoes phen mints rs rod conter 
down, can now reach a national _uct or service? A commercial or in- = J-of-C Market and rate cards. One 'ond and a third in the painted } ‘ained 
audience of business and industrial dustrial commodity? A consumer __ order buys this nation-wide coverage. pownnc yy _ aeeinantion . bes = = 
leaders with the use of only two dailies product with a top-income market? — Get to the men who DECIDE . . . in | y sy ivariied na | es in gr Buys 
—The New York Journal of Com. Doyouhaveaninstitutional message the dailies that HELP them decide. Chicago. i Boy 
merce and the Chicago Journal of for top management?. Write or tele- | __Foote, Cone & Belding, San [has p 
| Francisco, is the agency. trated 
Commerce. 
Men who manage businesses and D Th o : Fr 
] J pai cireule 
meet payrolls need quick facts these A Few of Thousands of ee Libert: 
) , ; Includes 8 Magazines the fi 
days. They get these facts overnight, J-of-C Advertisers Who | The Duo-Therm division of the J’each 
every day, in the only complete dail : Motor Wheel Corporation, Lan- }©0oke, 
| I - ’ / med y Are Also Subscribers sing, Mich., will run a schedule of J©anad. 
yusiness newspapers in the country. Sian Allies -lads in- the following rmegazines [>¢.no 
| The Journals of Commerce (New ape 7 ’ 7 "a . this spring and fall for a new line J !or the 
: d raziien ov t trae Dureau . of automatic gas water heaters: 
| York and Chicago) hold the confi American Express Company ‘ | American Home, Better Homes & To M 
| dence of over 75,000 subscribers who PR a |Gardens, Country Gentleman, > 
9 ; | Farm Journal, Holland’s Magazine, ull 
poy O58 ere tw yend &. peeves Chrysler Motor Cars | Pathfinder, Progressive Farmer New ¥ 
readership of more than 200,000 presi- Fesness Bermats Line jana The Saturday Evening Post. aoe ( 
| aes : at : rhe. . In addition, promotion pieces, —° "dle 
| dents, rape presidents and other pro Calvert Distiljers Corp'n dealer display material and store §? pers 
| duction, purchasing, sales and traffic Guaranty Trust Company ‘handouts will be used. The adver- J! ed. 
executives. J-of-C circulation repre- Hartford Fire Insurance _tising is placed direct. ‘ Fae 
| sents the highest concentration of busi- Company | ee te : news 
| . . _ a -s ai ee ; fy, ere Robert Reis & Company Kiesling in New Post - 
| ness and industrial decision-making 2 fT La | . J. Kiesling, who has been fh 
officials now available to advertisers. Nation-wide concentration of Top Management _with Russell T. Gray, Inc., Chi- Nam 
|eago, for the past 15 years as di- 
rector of printing, has resigned to 
|join The Shoreline Press, Evans- §) os 
; | ton, Ill., as consultant on printing 
rT n Mm m e r C e |design and production in connec- 
_tion with contact and sales, 
| 
¥ ‘Sewell to Agency Net 
he Journal of x Chicago Fournal of Commerce | Sewell Advertising Agenc;. 
oe oane New Orleans, has been name‘ 
53 Park Row, New York 15, N. Y. ’ 12 East Grand Ave., Chicago 90, Ml. New Orleans representative of Af- [\ est 
_filiated Advertising Agencies Net- j 
| 
| TOP MANAGEMENT’S GOOD RIGHT HAND pe t 
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* Mill ucts Company, Los Angeles. Frank | 
Business Should er to Ross Roy : a ee PS RE TTEP TET CLITE EET te tc Ce ere ree 
| Magee A B. ba yt nad duction manager of Foote, Cone & : 
wi eldrum & Fe , -| Belding, Los Angeles, has joined) : 
Fidueate Shoal land, and advertising manager ef the‘ agene)” at "prediction ‘wane THE LETTERS, BULLETINS and DIRECT MAIL 
eardon Pain ompany, -| ager. : ad : 
ucaié SCHOOIS, Louis, has joined Ross Roy, Ine, 3 MATTER—WRITTEN, PRODUCED, | | 
: ppretelce yas a aie eels tal Brand Week PACKAGE ADDRESSOGRAPHED & MAILED 
the account of Trailmobile Com-| ponsors bran ee : ‘ 
pany, Cincinnati. The Board of Commercial In- : . 
Says NA Forum ‘terests of the Canadian Pharma-| | Our ties: ye ttaai _ he lee ve rand lends prestige. 
P . ‘ceutical Association is sponsoring | : years of dignitied, reliable service. : 
New York —“The whole area} Names Erwin, Wasey Nationally Advertised Brands: en BER gH gn oo i ' 
between business and education} Erwin, Wasey & Co., Los An-| Week, April 14-24, in cooperation | : LETTERCGRAFT Sais Gian’ kale Bei. iden eddie aa 
has been neglected and is some-j|geles, has been named to handle with 38 manufacturers of some 46) - 
thing that should be of vital con-|the advertising of Vogarell Prod- nationally advertised brands. | 
cern to all people in industry,” 


Samuel C. Gale, vice-president | 
and director of advertising of 
General Mills, Minneapolis, told | 
members of the Association of Na- ITT - 
tional Advertisers at a special sub-| | 


ject meeting on business spon- | rg _ 
sored educational activities held | | 
here. : % 
Industry should learn to com-! il 
prehend the importance of our = 
a educational system as it influ-| : 
fine. ences the thoughts and habits of 4 
ie Me future customers and as it de-| | f 
iners. velops the social concepts of the) | 4 
pcorn future citizens, he said. . *, 
ams Needs Careful Study : 4 
— Activity directed toward schools, | y: 
: however, can’t take on the aspects | 
> of “special pleading,” Mr. Gale| } . 
continued. “The basic philosophy | 5 us 
iS and practices of education must} ££ 
d be considered. It requires the| | % 
proper approach, careful study | a 
Pa- and experimentation, and _ the) , | 
tdoor point of view rendering at all $ 
the times a real service which can i | 
heme broadly and effectively be incor-| 
nmer porated in the educational pro- 
gram.” 4 
sus- American-business and industry 2 ' 
will have not only the right but the : 
stra- responsibility to supply our schools 
zo to with information about their af-| a 
* this | fairs that will help teach Ameri-| 4 
ll be can youth the realistic application | 


three of economic functions upon which 
“Next their society depends, Howard M. 
AFE,” Cool, educational director, Na- 
ing tional Better Business Bureau, 
train New York, told the members. 

“There are many ways in which 


1 ad- individual companies can _ help) : 
ithern many teachers of different sub- 
.ssage. | jects with their jobs to the great 


zh the benefit and profit of any company 
. signs individually,” Mr. Cool said. “Such 
would § service can’t help but make a : 
trav- | friend of the teacher. To the stu- 4 
> trip, dent the company becomes an 


- 


~ cmimnay ors cin) chemo in You cant cover California c Bona nza Beeline 
a sec- | contemporary. society,” he main- 
ainted | tained. 


ce | pace without on-the-spot radio 


ntly in _ Liberty of Canada Ltd., pub- ) 
- gan | lisher =, ine re eg How good a market is this part of California and Nevada? 
, vated @iimetia-edition) genl' all The answer is: people in the Bonanza Beeline annually 
combine its editorial features and spend more on retail purchases than all San Franciscans 
circulation under the name New id Seattleites combined 
m Libes — anew Se E ' an Ds ned. 
F y, which, it is said, will be 
s a pro Baga! agen pon gy oo hy But these — people vary fr . land chy ge by high 
0 ap Hate Be mountains—natural barriers that hinder outside radio 
, Lan- ~Cooke, president of Liberty of 5 ; 
dule of [Canada Ltd., said that there will signals. So to reach Beeliners, tell your story on the five 
ee Nor te pe ecvertnnd Fates BEELINE stations—the stations in the market. 
ew line § °F . 
eaters — ° With all five, you blanket this whole 2 Billion Dollar 
_—, “4 To Moss & Arnold market. Individually, they give you top local coverage. For 
igazine, | Bulldog Concrete Forms, Inc., instance, take Sacramento, the nation’s most popular test 
Farmer §\ew York, has named Moss & Ar- market. In a recent Hooper Survey, KFBK Sacramento 
See: Ow te aaeeiies, - Mankaees led all tition with dience share of 23.9 f 
pieces, indie its advertising. Business il competition with an audience share of 23.9 for tota 
d store J2pers and direct mail will be rated time periods. Ask Raymer for the full Beeline story. 
.adver- gYsed. A test small-ad campaign 
1 newspapers is being placed as 


forerunner te possible use of 


t :ewspapers all over the country. c 
« vee lames Moser & Coins ME CLATCHY BROADCASTING COMPANY 
s as di- § Alexette Glove Corporation, o@ 
igned to ff loversville, N. Y., has appointed SACRAMENTO, RNIA eo P ; . toti 
eens, Dieser & taltan Wiles. te handie ENTO, CALIFORNI AUL H. RAYMER CO., National Representative 
printing J's advertising, which will begin > 
connec- ff! is fall. The account was pre- KFBK KOH KERN KWG KMJ 
S, Y ously handled by Moser & Cotins Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
sveral years ago. 10,000 watts 1530 kc. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
jet as 
genc). |Appoints Mercready 
name! Industrial Process Engineers, 
re of At- [West New York, N. J., has ap- 
ties Net- |pvinted Mercready & Co., Newark, 


t\ handle its advertising. 
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. tion), believes that only a handful 


Blum’s Hawaiian 
Sampling for P&G, 
CPP, Swift Told 


San Francisco—American man- 
ufacturers will begin gazing a bit 
more intently across the Pacific 
to Hawaii, if they follow the ad- 
vice of Jack Hecht, general man- 
ager of Blum’s Advertising 
Agency, San Francisco and Los 
Angeles. 

Mr. Hecht, whose firm claims to 
be the third largest advertising 
distributing organization (trailing 
Donnelley and Polk in that posi- 


of America’s big manufacturers are 
doing an aggressive marketing job 
in the Paradise of the Pacific. 

There is plenty of money and 
good purchasing power in the 
Islands, according to Mr. Hecht. 
He speaks from first-hand experi- 
ence gained last fall when he spent 
several weeks there directing a 
special campaign for Procter & 
Gamble. 

The sampling campaign which 
took him to Hawaii was assigned 
to Blum’s by P&G to introduce 
Duz to Pacific Islanders. More 
than 75,000 samples were dis- 
tributed on Oahu and in the city 
of Hilo, Hawaii. The sample con- 
sisted of a 20-ounce package of 
Duz and a coupon worth 10 cents 
toward the purchase of one large 
and one medium cake of Ivory 
soap. Mr. Hecht told AA that 
P&G felt an immediate impact 
from the introductory campaign 
for Duz. 


._ CPP Also Sampled Islands 

In fact, according to Mr. Hecht, 
their competitors felt the impact, 
too. And in December Blum’s re- 
ceived an assignment from Col- 
gate-Palmolive-Peet to do a mail- 
ing of 50,000 five-coupon strips in 
the Islands. 

Plans are now in the final stage 
for a two-coupon mailing by 
Blum’s for Swift & Co. One cou- 
pon will be redeemed at grocery 
stores for a free can of Swift’s 
cleanser, the other entitles the 
holder to purchase two cans of 
Swift’s cleanser for the price of 
one. 


sample distributing crews he em- 
ployed in the Hawaiian Islands 
were the most efficient in his ex- 
perience. He said it was most 
surprising to see the compara- 
tively small and _  frail-looking 
native women toss big bags of 
samples over their shoulders and 
trudge off as if it were nothing. 
He said he learned that free 
samples and similar merchandis- 
ing had been practically unknown 
there previously. - 

Blum’s now has a_ complete 


residence list for the entire island| Hecht joined the firm in 1942 as 
of Oahu. A similar list for the | general manager. He formerly was 
other islands in the group is being | with Reuben H. Donnelley Corpo- 
compiled and should be ready by ration in Cincinnati. 
the end of the year. The organization started as a 
home-to-home distribution busi- 
Gegasined tn 1906 ‘ness. This branched into direct 
Blum’s Advertising Agency (a/ mail, also, and at length it worked 
misnomer since the firm does not/|into a general agency operation. 
engage in publication or radio ad-| Advertising distribution and spe- 
vertising) was organized in 1906/cial lists, however, remained the 
by Jean Blum. Mr. Blum is still | bulk of its widely expanded busi- 
active in the organization, and has| ness. So in 1942 the firm dropped 
remained its sole owner. Mr.) its general agency operation to 


| concentrate 
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on its’ specialized 


| business. 
Other Special Services 


| In addition to its distribution 
services, Blum’s performs all func- 
tions of a direct mail agency. It 
operates its own duplicating de- 
partment, in addition to a com- 
plete printing and _ lithograph 
plant under its own roof at 4th 
and Mission Streets here. 

Every residence in northern 
California appears in lists’ in 


ay 


(1) A. O. AMBROZ 
Ambro Advertising Agency 


(5) CURT FREIBERGER 
Curt Freiberger & Company 


Mr. Hecht reported that the 
the Atl LARGEST 
ttt tas peel F re)  « ] o 
ses 
i CHAINS 


Accounting for over 60% of 
Buffalo’s Food Advertising 


LEAD THE TREND 
OF FOOD ADVERTISERS | 
TO THE COURIER-EXPRESS 


| 


Two of the four use their great- 
est lineage in Buffalo’s morning 
newspaper. The third and fourth 
use equal space for their weekly 
merchandise ads. C-E food line- 
age has increased from [85,000 
lines in 1938 to 207,000 in 1943 
and 387,000 in 1947 . . . a trend 
which is continuing and growing 
steadily. 


REACH BUFFALO'S BUYING POWER 


Buffalo's Only 
Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


/ 
(11) JUUAN GROSS 
Julion Gross Advertising Agency, Inc. 


(17) WILFORD YORK 
Hoffman & York, Inc. 


(22) SIDNEY GARFIELD 
Garfield & Guild, Advertising 


A 


(1) HAROLD J. ROWE 


(2) C. FRANKUN BROWN 
Ambro Advertising Agency 


C. Franklin Brown, inc. 


(6) N. A. WINTER, President 
WN. A. Winter Advertising Agency, Inc. 


(7) PAUL F, WITTE 
Witte & Burden 


{12) CHARLES CARTER 


(13) LEE RINGER 
Carter Advertising Agency, Inc. 


Lee Ringer, Advertising 


~ (18) HERBERT PECK, President 
Hozord Advertising Company 


(18) JOSEPH L. BOLAND, JR., Vice-Pres. 
‘Hazard Advertising Compony 


(22) WALTER GUILD 
Gorfield & Guild, Advertising 


{23) JOHN B. FLACK, President 
Flock Advertising Agency, Inc. 


(24) RAY 


ss 
(3) CARR UGGETT 
Corr Liggett Advertising, Inc. 


(7) W. WILSON 8URDEN 
Witte & Burden 


(14) RUSSELL C. RONALDS 
Advertising Agency, Ltd. 


(18) DONALD 8. FORESMAN, Vice-Pres. 
Hozard Advertising Compony 


Ronalds Advertising Agency, ltd. 


(4) HERMAN #H. HUTZLER 


(8) LOUIS —. WADE 
Louis E. Wade, Inc. 


(19) J. J. KEITH 
Mace Advertising Agency, 


J. AVERY 


Hutzler Advertising Agency, Inc 


(15) HOWARD SWINK 
Howord Swink Advertising Agenc 


(25) FRED D. STEVENS, Presi 
Fred D. Stevens Compo.y 


(16) ERN 
Merr 


9) ROL, 
@cland G. 
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HUTZLER 
Agency, Inc 


iD SWINK 
tising Agenc 


j. KEITH 


ng Agency, "4 


TEVENS, Presi? 


vens Compo”) 


Roland G. E. Ullman Organ't'n, Inc. 
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Blum’s office, made by his own 
crews. The Los Angeles office is 
now completing a similar resi- 
dence list for Los Angeles and 
Long Beach. Eventually, accord- 
ing to Mr. Hecht, Blum’s will have 
a residence list for every cor- 
porate town in the 11 Western 
states. 

About 200 people are employed 
by the company. Marshall Blum, 
son of the owner and founder, is 
in charge of the distribution divi- 
sion. Blum’s also operates the 


western division of Advertising 
Distributors of America, Inc. 


South African Publisher 


to Accept U. S. Ads 


Advertising space has been 
made available to United States 
manufacturers, importers and ex- 
porters, in three trade publica- 
tions of Business Publications 
(Pty.) Ltd., Johannesburg, South 
Africa. The publications are: 
South African Trader & Importer; 
South African Electrical & Radio 


4 


|Trader, and the Executive. Pan 
American Publishers Representa- 
tives, New York, is exclusive sales 
agent for the publishing firm. 


| 
‘Stromberg-Carlson 
Gains in 1947 

The net income of the Strom- 
berg-Carlson Company, Rochester, 
in 1947 rose to $1,084,149 from 
$802,910 in 1946. 

Earnings last year, when ship- 
ments were 50% higher than. in 
1946, hit $1,759,149 and “repre- 


sented far and away the largest 
amount of business done by 
Stromberg-Carlson in peacetime,” 
according to company executives. 


Magazine Group Elects 

The Copy Advisory Committee, 
magazine division, has. elected 
Frank Braucher, Periodical Pub- 
lishers, Inc., chairman. Other of- 
ficers elected are: Vice-chairman, 
C. W. Fuller, Street & Smith Pub- 
lications, Inc., and executive sec- 
retary, W. C. W. Durand, Mac- 
fadden Publications, Inc. 


Through the 


(9) ALBERT EVANS, JR. 
Albert Evans, Advertising 


(16) ERNEST LEE, President 
Merrill Kremer, Inc. 


2) ROLAND G. E. ULLMAN 


aa (he 
6) HENRY J. KAUFMAN 
ty J. Kaufman & Associates 


2 . ) . 


(10) C. REID WEBBER, President 
Webber Advertising Agency 


(17) HARRY G. HOFFMAN 
Hoffman & York, Inc. 


(21) OAKLEIGH R. FRENCH 
Oakleigh R. French & Associates 


(27) JOHN GILBERT CRAIG 
John Gilbert Craig, Advertising 


7 


A 


— 


bor You 


the Experience of 33 Agency Owners 
and Their 420 Staff Members in the 


National Advertising Agency Network 


experience? 


2 


3 


1 

2 CHICAGO, ILL..... 
3 CLEVELAND, OHIO 
4. DAYTON, OHIO... 
5. DENVER, COLO.. - 
6. DES MOINES, 1OWA 


7. DETROIT, MICH 
8. FORT WAYNE, IND 


11. HARTFORD, CONN. 
12. KANSAS CITY, MO. 


_ CEDAR RAPIDS, 1OWA 
vscom....C. Franklin Brown, Inc. 15. 


9. FORT WORTH, TEXAS 
10. GRAND RAPIDS, MICH 


wATIONA, 
iil ing 


NETWOR* 
Members of NAAN 


Ambro Advertising Agency 14. 


Carr Liggett Advertising, Inc. 16. 
Hutzler Advertising Agency 
Curt Freiberger & Company 


..N. A. Winter Advertising 
Agency, Inc. 20. 


sSa bite Witte & Burden 21. 
Louis E. Wade, Inc. 

Albert Evans, Advertising 23 
Webber Advertising Agency 4 
Julian Gross Advertising Agency 25. UTICA, N.Y. 
Carter Advertising Agency, Inc. 26 


SAINT LOUIS, MO 
22. SAN FRANCISCO, CALIF. 
. SYRACUSE, N.Y 

. TORONTO, ONTARIO... 


. WASHINGTON, D.C. 
13, LOS ANGELES, CALIF........,Lee Ringer, Advertising 27. 


great pool of valuable experience is available to advertisers whose 
agencies are members of the National Advertising Agency Network. These 
27 agencies are isandling the advertising of nearly 1100 clients in more 
than 350 industries. Where else can an advertiser find such a diversity of 


. The peduertion... Benefit 


Through one NAAN agency located nearby, you can obtain anything 
from a spot survey in a single city to the cooperation of all 27 agencies 
in the major markets of the United States and Canada. 


Your NAAN agency is constantly receiving a flow of tested and proven 
sales, advertising and merchandising ideas from its 26 associate offices. 


Reliable local market and media data is available to you from success- 
ful business men located on the spoi in 27 cities. 


The sound, unbiased and wholehearted cooperation among NAAN agencies 
helps to eliminate the waste of trial and error methods—and helps to build 
greater cooperation between you and your distributing outlets. 


For more effective advertising, choose a local agency with on-the-spot 
facilities reaching into the most strategic markets of the United States 
and Canada. Call in your nearest NAAN member. . 


NATIONAL ADVERTISING AGENCY NETWORK 
OakLeIcu R. FRENcH, Managing Director, 4235 Lindell BI., St. Louis 8, Mo. 


MONTREAL, QUEBEC...... .Ronalds Adv. Agency, Ltd. 
MARION, OHIO , 
MEMPHIS, TENN. 
17. MILWAUKEE, WIS. 
18. NEW YORK, N. Y. 
19. PEORIA, ILL. —- 
PHILADELPHIA, PA. 


Howard Swink Adv. Agency, Inc. 
Merrill Kremer, Inc. 

Hoffman & York, Inc. 

Hazard Advertising Company 
Mace Advertising Agency, Inc. 


. The Roland G. E. Uliman 
Organization, Inc. 


Oakleigh R. French & Associates 
Garfield & Guild, Adyert'g 
Flack Advertising Agency, Inc. 
Ronalds Adv. Agency, Ltd. 
Fred D. Stevens Company 
Henry J. Kaufman & Associates 


WILMINGTON, DEL.,., John Gilbert Craig, Advertising 


Personal Products 


Starts Intensive 
Drive for Modess 


Muttown, N. J.—Personal 
Products Corporation will pro- 
mote Modess in a new spring 
campaign using advertisements in 
25 national magazines and 111 
newspapers. The high fashion 
sales appeal will be utilized in the 
new ads, which will not show the 
product or contain any direct sell- 
ing copy. 

“Modess because” is the only 
copy which will appear in the ads 
accompanied by photographs of 
leading fashion models. 
Magazines scheduled are: Coun- 
try Gentleman, Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
McCall’s, Modern Romances, Mod- 
ern Screen, Motion Picture, Movie 
Life, Movie Story, Movie Stars 


Parade, Movieland, Movies, 
Personal Romances, Photoplay, 
Radio Mirror, Real Romances, 


Real Story, Screen Guide, Screen 
Romances, True Confessions, True 
Experience, True Love and Ro- 
mance, True Romance and True 
Story. 

In addition, a 40-week 100-line 
newspaper campaign will appear 
in 111 papers in 89 cities. The 
company is celebrating its 20th 
anniversary this year. Young & 
Rubicam, New York, is the agency. 


Hewitt Introduces New 


Restfoam Mattress 

With the lifting of government 
restrictions on the use of natural 
latex rubber, the Hewitt Restfoam 
division of Hewitt-Robins, Inc., 
Buffalo, will introduce a new 
fully-molded reversible foam rub- 
ber mattress some time late in 
spring. 

Advertising and merchandising 
programs are now being prepared 
by the company’s agency, Ross 
Roy, Inc., Detroit. 


Fairchild Names Kent 

June A. Kent, former art direc- 
tor of Women’s Wear Daily, a 
Fairchild publication, has been ap- 
pointed director of visual presen- 
tation of Fairchild Publications, 
New York. 


GF Names Luttmann 


Frederick W. Luttmann, for- 
merly with McCann-Erickson, 
New York, has been appointed 
premium promotion manager of 
the sales division of General 
Foods Corporation, New York. 
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Gets Chryson’s Account 


Dozier - Graham - Eastman, Los 
Angeles, has been appointed to 
handle the advertising of Chry- 
son’s, Hollywood and _ Beverly 
Hills, Christmas greeting cards, 
stationery and gifts. Women’s) 
home and fashion publications will | 
be used, starting with the summer | 


Bi Mates, SR 
Lupwig LEWISOHN 
Nhe Frtnous Jewish Atthes 
Will be Here tn Person 

Tor sIatagraph 


Capes of te Now Rook 


on 


AGENCIES and PRINTERS MAKE MONEY 
on local advertisers with Syndicated 
Sportangles MAT SERVICES! 


By using our mat services you can cut 
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"AMONG THeSe NATIONS. 


’ fae “4 production costs to the bone for local issues. 
. a advertisers and you can satisfy them indiadiceincnciniti 
with far less worry. We have clever Plans Lighter Drive NI 
cartoon series (52 weeks each) for ; Brac 
sporting goods stores, auto dealers, The American Safety Razor, Clar 
: : Corporation, Brooklyn, has sched- 
garages, tire recappers, taxicabs, clean- uled advertisements for the A. S mist 
ers, florists, insurance agents, appliance B) °° ter in Life for the next the 
, oan, oo gid on Peay sent a The company plans Foru 
7 oe oe nin, he eatin , ahead to to use other national magazines, | “ ih. eee of | 
: id and newspapers will be used on a/| eS. pee = _ - Wak 
several different types of — _ cooperative basis with retail) . Vv ee Ther 
done by seven different top flight cor ft) crores. Federal “Advertising| Sa, ee Be _ + RR re 
toonists. eae eg Tee Greg 
A Agency, New York, handles the) Und 
For complete money making information Bt} account. | SUPERMARKET SPECIAL—Ludwig Lewischn spent a half day in a Brooklyn 
end the exclusive for your city on these rc oa | supermarket autographing copies of his new book, “Among The Nations." oo 
services write quickly to Uses Cartoon Ads His appearance in the store was a part of a joint promotion with General Foods’ ae 
| eiiadeththas LIL AD FEATURES E. Griffith Hughes Ltd., Man-| ~ Diamond Crystal salt and his publisher, Farrar, Straus & Co. Drug 
is z chester, England, has launched a} forul 
"That's a smashing forehand 10612 E. Hazard, RFD 3 test campaign for Kruschen salts of humorous cartoon advertise- U S Ch b the 
you have there, Peabody." Santa Ana, Calif. ‘in newspapers in British Columbia | ments in these particular districts. e We amper 
‘and the Maritime provinces. The| The Toronto office of Cockfield, ° _ peric 
) purpose is to discover the value Brown & Co. handles the account. Gives Wholesaling anne 
n 
’ ’ - 
‘ : Data for *47, ‘48 daily 
a : ; ’ mong WASHINGTON — Wholesale sales 
, Sl — last year totaled $155 billion, 18% W: 
s more than in 1946, according to lishi1 
figu.es reported by the domestic Arch 
distribution department of the presi 
Chamber of Commerce of the U. S. paid 
The national chamber reports unde 
that food wholesalers did a $34.1 prog: 
: billion business, up 11% over 46; at or 
\ farm raw products wholesalers did J. ing 
| / ; |$26.7 billion, up 28%; and ma- | to e 
te Je, 'chinery and metals $14 billion, up the } 
14%. , 
Se The report estimates that this - 
y year there are 250,000 wholesale stuied 
Kt iss establishments in the U. S., doing be C 
\? cunt @ehDo j an average business of $620,000. thesis 
% 4 in aoe Most of these it places in New Warc 
we net NATI York (17.1%), with 7% in Illinois, pora’ 
oat cinciN Ny 6.3% in California; 6.4% in Penn- | bor 
aes. sylvania, and 49% in Texas. ; 
Tr  BNQUIRER Nearly nine out of 10 (220,000) J Dev" 
i are said to employ fewer than 20 J |. 
people. “rrr 
Several product groups are esti- will 
mated to have had less sales last Dew? 
year than in 1946. Among these: Fund 
Jewelry and optical wholesalers, Thon 
$700,000,000, down 12%;  beex, Mort 
wine and liquor $4.3 billion, down cil: c 
8%, and dry goods wholesalers mais’ 
down 4% to $8.9 billion. from 
Electrical Goods Up 66% “T 
Highest gain in sales was re- § °¢ di 
ported for electrical goods job- Collie 
bers, whose estimated $7.8 billion | “ek 
volume was up 66%. Other gains: | /0us 
, Coal and coke sales $3.5 billion, | “@"™ 
up 50%; automotive wholesalers, Atlan 
$7.8 billion, up 44%; lumber and | ‘@be 
building materials $7.9 billion, up | ?@"% 
43%; and petroleum jobbers, $9.4 
billion, up 36%. Mac 
The figures on number of whole- for ] 
sale establishments at the start of 
1948 show: Food jobbers number- J Dw 
ing 60,500 and averaging $560,000 J UU"« 
in sales; petroleum, 36,700 doing blend 
$260,000; machinery and metals, § anq-, 
26,400 averaging $530,000; and ched 
raw farm products, 26,200 averag- § Fortu 
ing $1,020,000. Highest average J 'veek. 
per wholesaler is in the coal and } nite 
| coke industry (1,600 wholesalers | ‘/S° \ 
averaging $2,180,000) and in dry i. 
| goods field (6,700 doing $1,330,- | '® 
| 000). 
| The data are based on govern- McC 
| ment and individual organization Nat 
vy ; | statistics. fany, 
/ : 3 : wan How te . eS A turer 
. . 1) e 
| Wolcott ' Quits Council MeCa 
° P oger oleott has resigned as §? andl 
| “A lot of big space buyers must use this booth!’ managing director of the National |} aper 
| Consumer - Retailer Council, New arel 
| York. He has been with the or- 
ganization since its inception and Dorl 
| was instrumental in its formation E. | 
| ALSO WORTH JOTTING DOWN: » He. gg gy "a “the cf pI 
® The Cincinnati Enquirer has the largest circulation of any council have not yet been an- ew 
Cincinnati newspaper, daily and Sunday. nounced. ‘= 
| ® The Cincinnati Enquirer has the lowest milline rate in P 
| Cincinnati. ? WNLC Joins ABC , k 
Effective March 15, Station ‘ue 
® The Cincinnati Enquirer carries more advertising linage WNLC, New London, Conn., has Ani 
than any other Cincinnati newspaper. Poe with ABC. The addition |‘ rank 
| - . ; : » Aelia 
Represented by Moloney, Regan and Schmitt, Inc. Se tee ere eae ae * ¢ a 
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Bradley, Clark, 
Ruml fo Address 
Magazine Forum 


New YorkK—General Omar 
Bradley, Attorney General Tom 
Clark, and Beardsley Ruml, econo- 
mist, will be among speakers at 
the second annual Magazine 
Forum of the National Association 
of Magazine Publishers at the 
Waldorf-Astoria here, April 27-28. 
Theme of the meeting will be “A 
Greater. America Through Wider 
Understanding.” 

At a conference outlining the 


program in New York recently, | 


John W. McPherrin, American | 
Druggist, general chairman of the | 
forum committee, pointed out that | 
the 386 magazines and other) 


Wellesley Shows on TV 


Station WNAC-TV, Boston, has 
secured exclusive rights to tele- 
vise all programs and dramatic 
productions of the Wellesley Col- 
\lege summer theater and school. 
|AM facilities of WNAC and the 
Yankee Network will carry a 
weekly series of programs origi- 
| nating on the campus under the 
direction of James S. Powers, di- 
rector of the Yankee Network In- 
stitute. 


GM Promotes Yost 


Light B. Yost has been ap- 
pointed director of the field op- 
erations section of the distribution 
staff of General Motors Corpora- 
tion, Detroit, succeeding Frederick 
C. Horner, who is retiring. Mr. 
Yost was formerly assistant to Mr. 
Horner. 


Furniture Week Set 


National Furniture Week, spon- 
sored by the National Retail Fur- 
niture Association, Chicago, will 
be observed Sept. 17-25, with the 
association’s 8,000 member stores 
throughout the country participat- 
ing in the promotion. 


Knapp-Shepard Named 

United Woodcraft Company, 
Brooklyn, N. Y., manufacturer of 
juvenile furniture, has appointed 
Knapp-Shepard, Inc., New York, 
to handle all advertising and sales 
promotion. 


‘ 


Walker Joins Lavenson 

William G. Walker, formerly 
with Beaumont, Heller & Sperling, 
Reading, Pa., has been appointed 
production manager of Lavenson 
Bureau, Philadelphia. 


THE BEST WAY TO REAGH 
16,000,000 BOWL 


Tell Your Story in Bowling 


Over 37,000 circulation, < “e- gro league and 2515 
city association officials. The only azine with 100% 
coverage of 5336 certified Bowling estab soklchemeate Bowling 
market, wide open after four war years, produces $29! ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


OWMNG 


THE BOWLER’S MAGAZINE 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


periodicals in NAMP have a total 


circulation of 12,000,000, “more 
than double the circulation of all 
daily newspapers in New York.” 


To Get Progress Report 


Walter D. Fuller, Curtis Pub-| 


lishing Company, is chairman and 
Arch Crawford is executive vice- 
president of the association. A 
paid president is yet to be named 
under an expansion program, 
progress of which will be reported 
at one closed session of the meet- 
‘ing. The forum itself will be open 
to executives of all brackets in 
the membership, to other period- 
icals, advertisers and agencies. 

Other speakers on the “Under- 
standing” program, April 27, will 
be Christian Herter, congressman 
from Massachusetts; Barbara 
Ward of British Broadcasting Cor- 
poration; Dr. Donald David of 
Harvard Business School; Don 
Belding, Foote, Cone & Belding, 
and Dr. Daniel A. Poling, Chris- 
tian Herald. 

“The Challenge to Business” 
will be covered April 28 by Fred 
Dewhurst, Twentieth Century 
Fund; Arno Johnson, J. Walter 
Thompson Company; Charles G. 
Mortimer Jr., Advertising Coun- 
cil; George L. Berry of the Press- 
men’s Union, and “a housewife” 
from Canton, O. 

“The Challenge to Editors” will 
be discussed by Walter Davenport, 
Collier’s; Raymond Moley, News- 
week; Herbert Mayes, Good 
Housekeeping; Wheeler McMillen, 
Farm Journal; 
Atlantic Monthly, and Julien El- 
fenbein, Haire Publishing Com- 
pany. 


Magazines Scheduled 


for Harwood Blend 


Duncan Harwood & Co., Van- 
couver, B. C., will launch a cam- 
paign this spring for Harwood’s 
blended Canadian whisky. Black- 
and-white and four-color ads are 
scheduled for Collier’s, Esquire, 
Fortune, Harper’s, Life, News- 
week, The New Yorker, Time and 
Inited States News. Newspapers 
also will be used. 

Theodore A. Newhoff Advertis- 
ing, Baltimore, is the agency. 


McCarty Adds Account 


National Mine Service Com- 
j}any, Beckley, W. Va., manufac- 
turer and distributor of coal min- 
iig equipment, has appointed the 
MeCarty Company, Pittsburgh, to 
handle its advertising. Business 
}apers, direct mail, catalogs and 


Dorland Ups Tietler 


E. M. Tietler, former controller 
cf production of Dorland, Inc., 
New York, has been elected vice- 
}resident in charge of production 
S-rvices of the agency. 


Fuehls Joins DiMarco 

Anita C. Kuehls has joined 
Frank DiMarco Agency, San Fran- 
C\seo, as administrative and pro- 
Cuction assistant. 


Edward Weeks, | 


\varehouse promotion will be used. | 


America’s most fashion-conscious women read 

the Herald Tribune. They have been attracted to it 
through years of more-and-better fashion news 

in its editorial and advertising pages. In 1947, the 
Herald Tribune published more than a 
quarter-million lines of fashion news editorially — 
more than any other New York newspaper. 
In the past ten years, the Herald Tribune published 
more than 33,000,000 lines of fashion advertising. 
The net of it is that fashion advertising in the 
Herald Tribune means extraordinary returns in 


sales. In evidence is the remarkable record of New 


} 


the Herald 


York department stores who, for nine consecutive 
years have made the Herald Tribune first in 
America for dress advertising. If your sales success 


depends upon selling an idea to fashion-conscious 
women, the New York Herald Tribune 
is your best advertising buy. 


a . 


to put fashion-buying ideas 
into her head 
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Royal to Jasper, Lynch | Sqys Foreman 


Spend a million dollars 
. get results. 


Box 6998, Advertising Age 
’ 100 E. Ohio St., Chicago i1, Il. 


New | 


York, has a inted Jasper, Lynch 
& Fishel, ee feds. o uendie its | Is Key to Happy 


Royal Albums Company, 
That 


tou h? Spend $100,000, ig s 

build million dollar advertising. Employe Relations 
agency account. That’s Vo ae a ae 

advertising! I did it! Resigns Hat Account New YorkK—The foreman is the 


The Seattle office of J. Walter | key figure in any company’s pro- 
Thompson Company has resigned gram to sell itself to the employes, 


the account of Hardeman Hat/ Douglas Williams, vice-president 
Company, Seattle. of Fred Rudge, Inc., told the New 


Your SOURCE for complete 
PREMIUM and CONTEST operation 


York chapter of the American 
| Marketing Association. 

| Important as the foreman is, 
'Mr. Williams believes he is likely 
to be the forgotten man of in- 
|dustry—not included in the con- 
‘fidence of management, not un- 
'derstanding the company’s poli- 
_cies and procedures—and the weak 
\link in the chain of communica- 
tions from front office to shop. 

_ Although a great deal of money 
j|has been spent on training fore- 
|men, Mr. Williams thinks, little 
|of it is spent in training the fore- 
|man in human relations. He ad- 
_vocates attitude testing, which he 
says “illuminates the course man- 


Skilled manpower, ample 
to assume the full res 


details connected wi 


afaee. modern methods enable us. 

onsibility of handling, servicing of all 
premiums and contests. Write for 

ormation ey heoiee 


AND SUBSIDIARI 
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; 
* ESTERBROOK 8090 


4812 WEST MADISON STREET * CHICAGO 44, ILL. 
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|agement must take if it is to be| 
'successful in selling itself to the 
employe.” He also urges anony-. 
mous questioning, and says it) 
gives the employe the feeling that | 
‘his opinion is important to the | 
/ company. 
| He warned, however, that “a 
company must sell itself to its em- 
ployes first through deeds—a sell-_ 
ing program based on words only | 
will not accomplish the objective.” | 


McMath Joins Durstine 


Kennett R. McMath, formerly | 
head of his own agency in New | 
York and prior to that a member | 
of the plans department of N. W.)| 
Ayer & Son, has joined Roy S.| 
Durstine, Inc., New York, as a) 
member of the executive staff spe- 
cializing on package goods. 


Brand Names Date Set 
White Plains, N. Y., has set May | 


16-24 for a “Parade of Progress” | 
boosting brand name products 
along the lines of the pattern set | 
in Greenfield, Mass., under Brand | 


Names Foundation sponsorship. 


Hostess Suggestion re 


MORE PAGES-» 


ag 


other magazine in the world. 


ai 


During 1947 The Iron Age,carried 
more pages of advertising than any 


WOMAN'S ANGLE—The consumer 
magazine campaign for Miller Brewing 
Co., Milwaukee, features a recipe card 
which includes beer as a cooking in- 
gredient as well as suggesting it as the 
accompanying beverage. Frank C. 
Nahser, Inc., Chicago, is the Miller 
agency. 


Kellogg Celebrates 
(50th Birthday 
with Chiquita 


| BattLte Creek—Celebrating the 
| 50th anniversary of the manufac- 
ture of Kellogg’s Corn Fiakes, the 
‘Kellogg Company and _ United 
'Fruit Company, New York, will 
launch a tie-in promotion in April 
featuring the combination of 
|/bananas and Kellogg’s Corn 
| Flakes. 
Combination ads for the com- 
| panies will appear in about seven 


|national magazines, juvenile 
‘comics, the Metropolitan Group, 
|Puck—the Comic Weekly and 
|/more than 100 independent news- 


papers. In addition, Kellogg will 
promote the tie-in on its 15- 
'minute daily segment of the 


“Breakfast in Hollywood” pro- 
gram over the American Broad- 
|easting Company and United 
| Fruit will promote a new song 
|about the tie-in in its spot an- 
nouncements. 

| United Fruit also will push the 
combination breakfast with home 
economics ads and minute movies. 


HE BUY « 


market. 


The Iron Age is the best advertising 
buy in the largest industrial 


The Kellogg Corn Flake premium 
of the month will offer six Chi- 
'quita color transfers for one box 
| top and five cents. 

The entire back panel of the 
cereal box will promote the decal 
offer and carries a copy of words 
and music of the new Chiquita 
song. 

Kellogg agency is Kenyon & 
Eckhardt, New York, while Bai- 
ten, Barton, Durstine & Osborn, 
New York, handles United Fruit. 


Readies Boiler Drive 


Pennsylvania Range Boile? 
Company, Philadelphia, is prepar- 
ing for early release an all-out 


|/promotion campaign including 
/consumer publications, business 
|papers, mat service, helps for 


|salesmen and displays, mailings, 

matchbooks and other dealer aics 
Leonard F. Fellman: & Associates, 
| Philadelphia, is the agency. 


- 


HE IRON AGE e 
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'Packard-Bell Names 3 
| Packard-Bell Company, Los An- 


|geles, manufacturer of radio 

radio-phonographs, and home-re- 
cording instruments, has appointet 
| William H. Cies as sales manage! 
|Kenneth Johnson, assistant sale 
manager, and Frank E. Ware, fie! 
sales manager. 


ae ag! EAS in ee IN Cozi sae so he eae oe oe eee mam Mae. Sami 7 Sean «| oaaee SS ST aes Pd ae eee aca Me rt Oe OT ae et ane Cana Lame Tae rage AN St So ‘ : NP ale Oo Dy moras Cena LIS RR eo oo 
Se ee i ee er ie me es yc ee a 
5 ea i Og Micmers “SEO Path So alee ae: es an <5 : ney LS ae BET ec ae amemaer ar eis aaa nagar. ie 3 il ie Al re aaa ga Lo higee ete Sa ES i Se ee a ee i a Eee, ect. eRe 
= ver So  aiieeee Ce . bs Tae ate ae — ‘ase Be ee ie ee naa aaa Dy ee Sater as Bras? ee ee a ec ih oil a eS 
j : : j AES : «4 7 hegre uc Sage ee ai: ee . Ree a ee “ei : : pe sour: mer ap ae etre Rie ae ‘a 3 sd & “e 
. ’ . oe eran x 2 ast ~~ ‘a eae: Par: we = : : : is ‘ : Sag eee ae ‘ ane - Loe ee = ee ess or erat? * . a * 
a nd BF mages3 - = . ee i so sos . ———— . a > ee - ing eee i eee a 
oe Oi. 7 ea 
52 . 
| ‘ 
Es ts 
| a 
et = 
i ath Good liste! 
| Le Accent 2 
| ese is peer eee | A * | 
o a " 
‘| a oe Cc 
| | ome Hew! ; 
ut | oo ee | . 
| aceon a nae we le co 
| 2 ances, wht enensigh 258 } 
| walt beater, Cte retin oxen argent Ei 
i cata od a eth sed seems. Bent SO allows eae ag. 
Hee sc. tine ill ot Og dae ee 
it | ee a aha rcs of car we tre 
| Ie . * * . es pe 
EE : : » wl 
| i aS Lhonpacue of Pott - bow (4 - the 
ae Bu Fs Pe ig 
; : at} or Ss 
| es = =— 05 fae pe 
ce tae és ; a ea. 
‘ oe - cry gl 
| ae, pe MM 5 RK one . i. 1 
| er “a EF A. 
7 4 4 *" _ <ti 
: Rey ak wee pre 
hua - a > 2 
4; F d i: : ene 
fe ee the 
| 4 ¥ ~¥ > ¥ooe 
3 ae : ; 
Re & Vibe, WE 2 ; 
wl EE bine chi 
i. a2.) cau 
| , . ¢ eae a 7 
oo : FIR Be 7 vce = a ae mir 
| oP 73 ow? ee PS Ey, Wee da 
: ae EFF aes i , ae . " * Ret awe Pi aa 7 
iS i yisiow Tee SS ’ ah Cy | i . Net 
ad re we 0! wee eS Eee er 
| , . - ™ . ue ‘# ee ee. ate > > aan tive 
; ae we es : : i te , = a Ps a iy ’ 53 ; ae 
Bl ‘ ; 
| ee = ; Pre 
/ | : Pia ont Wi ne 
>. ———— ee  eeeeneeE———————————————————— el wee ™ Lh 
| ma 
| ig Srecing Canmpemy — 
: | twin, Wisenrin el 
( | | 
¢ . 
| 
Cut 
bon 
tion 
| ' Ide. 
| en orgs 
plan 
spec 
quot 
) ee — 
| Cre es if 
al : 
. i Son a 
cS. a 
Se 
ah aes ges | 
} 
| 
| 
| 
| | 
| ee 
| . 
ee 
| 
; | 
ae Sc) RAEI hy ion , ce at Ov mY eS ae we ts ry 3 vi 3 [ os ats! Cie, ~ 2 ¥ * q ‘ 2 + 8 
" ; wa yr. t LS ries 


The campaign of the National 
Council of the Protestant Epis- 
copal Church has been delayed 


again. Collections from diocesan 
treasurers are now coming in, and 
perhaps by the end of the month 
the church will know what it can 
spend on the campaign. 

* * * 


When printers at the Conde Nast 
press in Greenwich, Conn., threat- 
ened to strike a short time ago, 
the company brought in Vari- 
Typers. The presence of these ma- 
chines, it is said, was enough to 
cause the printers to change their 
minds. 


ck 1 * 
The research committee of 
Newspaper Advertising Execu- 


tives Association, of which John 
Lewis, St. Paul Dispatch-Pioneer 
Press is chairman, should come 
up with some interesting infor- 
mation for both newspapers and 
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Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
ideal for presentations, folders, house- 


organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations, 


Preparation 


Tech Copy 
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radio stations as a result of a 
study it has just started on radio 
program listings. It aims to find 
out how many newspapers pub- 
lish listings free, how many 
charge, the basis set for rates, 
control exercised over the con- 
tent, whether sponsors’ names are 


used, etc. 
* * Ed 


The number of established AM 
radio stations for sale—including 
larger stations—is reported to be 
growing rapidly. Broadcasters re- 
port that this is due more to “jit- 
ters” over the future, including 
increasing competition from FM 
and television stations and a pos- 
sible decline of business generally, 
than to any real reduction in cur- 
rent business. 

ca ok Bd 


A sign of television’s rapid 
progress is seen in the outbreak 
of special newspaper sections de- 
voted to sight and sound broad- 
casting. The Chicago Tribune and 
the Buffalo Evening News will 
run special sections on video soon. 

tk * * 


Last year Parker Pen Co. got 
out a report showing its pens and 
ink best-liked by people respond- 
ing to a questionnaire printed in 
The Saturday Evening Post by the 
Recording & Statistical Corpora- 
tion, Chicago. 

Now Recording has run another 
column ad in the SEP offering a 
gift to anyone answering its ques- 
tions about pens, inKs and watches. 
This heralds new reports on pen, 
ink and watch preferences by 
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S. H. Tomlinson, Sr. om 


President 
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greensboro News and Record 


Jomlinson . . « Foremost since 


1900 among the national manufac- 


largest and one of the world's big- 
gest quality furniture manufacturers. 
Known from coast to coast for 
American Informal living room, din- 
ing room and bedroom furniture, 
Tomlinson of High Point is just 19 
miles from Greensboro and is an in- 
tegral part of the Growing Greens- 
boro Market. 


With one-sixth of the people in the 


most populated of the South Atlan- 
tic States, and a concentration of 


one-fifth of North Carolina's total 
sales ... the Greensboro 12 County 
A. B. C. Market is reached only through the News and 
Record with greater than 90,000 circulation and better 
than 60°/, coverage in a market with more Effective Buying 
Income than the total for the states of Vermont, Wyoming 


of furniture, is the South's 


’ 


Parker and perhaps another J. 
Walter Thompson Company ac- 
count—Elgin National Watch Com- 
pany. 
* ob ok 

Directors of Licensed Beverage 
Industries, New York, have just 
turned down another proposed $1,- 
000,000 advertising program which 
it would conduct, through Fuller 
& Smith & Ross, for the liquor 
and wine industries. LBI’s whole 
advertising - public relations pro- 
gram will be re-reviewed in April. 

Meanwhile, “Ed Gibbs’ Newslet- 
ter” of the alcoholic beverage in- 
dustries quotes figures published 
in AA, Feb. 23, showing that five 


major distillers—Seagram, Hiram 
Walker, National, Schenley, and 
Continental—spent a total of $17,- 
482,262 in magazine advertising 
in 1947. 


Despite the “huge outlay” for " 
advertising, the newsletter added,| @ 


“public opinion of the big distil- 
lers has never been more deroga- 
tory than right now.” Yet these 
industries “allotted to LBI last 
year less than $850,000 or about 
5% of what was spent” by five 
companies in magazines alone. 
“Now they are talking either of 
dropping LBI completely or dras- 
tically cutting it in order to save 
money.” 


—when you use the same avenue | 
of communication your 
customers do 


-_-=-. 


ONE of the largest West of 
Chicago, the South Tacoma gen- 
eral shops of the Northern Pacific 
Railway Company today provide 
employment for approximately 800 
Tacomans—with a payroll topping 
two million dollars annually. The 
photo above shows workmen in 
the 22-pit locomotive shop. In 
addition there are machine shops, 
boiler, pipe and tin, flue, gas 
engine, motor repair, electric and 


The 


ycom 


News Tribune | 


paint shops—plus a 100,000 FBM 
per day planing mill, a wheel 
shop, two car shops, a blacksmith 
shop, a cabinet shop, a lumber 
yard, a reclaiming plant and a 
steel rolling mill with an average 
output of 13 tons daily. Total 
Northern Pacific payroll for all 
branches in Tacoma is about 
$5,662,000 per year — distributed 
over some 1,800 employees. Just 
one more reason why Tacoma- 
Pierce County is Washington's 
Second Market—a market de- 
manding concentrated attention. 


No ‘‘outside’’ newspaper does an adequate 
job in Tacoma-Pierce County—Washington's 
Second Market. The News Tribune reaches 
79% of the homes. The second Tacoma 
paper reaches 51% . . . the Seattle morning 
paper only 10% .. . the Seattle evening 
paper just 4%. In Washington State, the 
Tacoma News Tribune is a ‘“‘must buy''— 
always! 


NOW DELIVERING MORE THAN 60,000 DAILY 
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Airs Pet Peeves 


on Cosmetic Copy 

To the Editor: Please — oh 
please, Mr. Advertiser, give the 
women of this country credit for 
having some sense, and please 
realize that there are more house- 
wives and working girls in this 
country than there are sleek, so- 
phisticated society women. I 
thoroughly agree with the state- 
ments made in the Creative Man’s 
Corner in the Feb. 23 ADVERTISING 
AGE, but would also like to add 
some pet peeves of my own. 

Pet Peeve No. 1 is advertising 
that promises “Romance is yours 
with alluring Lipsmear Lipstick” 
or “Keep Him Close with Over- 
powering Perfume.” These and 
“Putty in your Hands with Balmy 
Hand Lotion” are enough to make 
any sensible girl’s stomach do a 


This department is a reader’s forum. Letters are welco 


complete backward flip. 

Pet Peeve No. 2 consists of state- 
ments similar to “You May Be a 
Victim of Halavitis” or “Do Your 
Friends Avoid You?” No wonder 
this country is swiftly becoming a 
vast market for psychiatrists. If 
a friend fails to return a greeting, 
anyone who believes the ads would 
immediately rush to his doctor or 
dentist, and buy all the deodorants 
and mouth wash in the stores. 

Let’s quit kidding ourselves! 
What the average American wom- 
an really wants is a face powder 
that won’t blotch, a lipstick that 
won’t smear, or a hand lotion that 
isn’t sticky. The working girl is 
tired of having unbelieveable 
statements stuffed down her 
throat, and not one of them is fool 
enough to believe that men will 
fall at her feet if she does as the 


fice 
me. 


ads prescribe. And please, Mr. 
Copywriter, instead of writing 
page after page on fear of “of- 
fending,” give us some nice copy 
on a mouth wash that tastes good 
and feels fresher. 

I think it’s time for the nation’s 
advertisers to get out of their rut, 
open their eyes to what the aver- 
age woman wants and expects 
from a product, and to realize, 
once and for all, that the public 
can’t be fooled much longer. Then 
maybe we’ll have some sensible 
woman’s consumer advertising. I 
certainly hope so. 

DOROTHY PRESSER, 

E. J. Presser & Co., Charlotte, 

mG. 
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Cleaner the Better 


To the Editor: “Oakite Intro- 
duces Cleaner Package,” says a 
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Want Ad 
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LEADERSHIP 


The People’s Stamp of Approval 


THE ATLANTA JOURNAL (1947) 


715,587 Want Ad Total 
63.3% Field 


A Gain of 57,683 Want Ads for the Year 


ATLANTA'S SECOND NEWSPAPER (1947) 


416,160 Want Ad Total 
36. 


A Gain of 12,350 Want Ads for the Year 


71% Field 


“An All-Time Record in Number of 
Ads and Classified Lineage 


The Atlanta Dournal 


Covers Dixie Like the Dew 


headline in ADVERTISING AGE, 
March 8 issue. 

Nothing like brightening up the 
old stock once in a while, we 
always say. 

M. B. PENDLETON, 

Editor, Wood Products, Chi- 

cago. 
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A Lady Takes Creative 
Man Apart; Finds Little! 

To the Editor: You have no 
idea how I look forward to the 
Creative Man’s column in ADVER- 
TISING AGE. First I read the “Late 
News Flashes,” then hurriedly 
turn the pages ‘til I come upon 
the Corner. Usually—about eight 
times out of 10—I find myself 
nodding in agreement. Your 
analyses nearly always make ex- 
cellent sense. 

But, the way you tromped over 
the rose beds in the March 8 is- 
sue, is more than I can bear in 
silence. 

I have never written a national 
ad for sheets. But, I have bought 
many sheets. I love sheets. And 
I feel that you completely missed 
the point of the ad for Pequot 
percales. 

First of all, it is important to 
remember that many different 
kinds of women buy sheets—at 
different prices—of different qual- 
ity—and with quite different rea- 
sons. 

Obviously, the Pequot pereale 
ad is not aimed at the woman 
who is buying utility sheets— 
simply as a bed covering. 

A lot has happened in merchan- 
dising—Mr. Creative Man. The 
intensely practical viewpoint, 
which sees things only in terms 
of thread count and how many 
years they will last, sometimes 
misses entirely the fashion ap- 
peal that is so attractive to so 
many women today. 

If you will go back and read 
the Pequot ad again, you will find 
that it is really a style ad—a 
fashion ad. It is specifically writ- 
ten to the woman who has at 
least one other value in mind 
when she shops for her home—the 
value of beauty. Many a modern 
woman today buys sheets for their 
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decorative value quite as much 
as for their obvious utility. And 
they don’t lose any of the utility, 
either. 

What’s more—-the facts in the 
Pequot ad are significant facts. 
Six exciting colors—colors with 
romantic names—including _ tra- 
ditional white. More than 200 
combed threads to the inch—and 
when it’s a percale sheet—that’s 
something. Because, any house- 
wife who has had experience with 
wartime junk sheets knows that 
the fine-combed threads of the 
percale will outlast the coarser 
threads of an inferior sheet. 

As to the association of roses 
with the sheets—you amaze me 
when you fear this is of doubtful 
value. Did you ever touch a rose 
petal? Do you honestly like roses? 
I do, and I think I’m pretty safe in 
saying that most women love 
roses. And roses have emotional 
connotations that no words can 
ever equal. I also love fine sheets 
—the very feel of fine sheets— 
and it pleases me a great deal, 
when a copywriter compares fine 
sheets with the texture of a rose 
petal. 

Perhaps roses have so long been 
associated with an alcoholic bev- 
erage that they only suggest an 
old-fashioned or a manhattan to 
you. 

In short—it all comes to this. 
The woman who buys sheets for 
decorative value, the sheer love 
of and pleasure in color, is the 
modern woman of today. She is 
the same woman who takes pains 
to decorate butter for her dinner 
parties—instead of plopping it on 
the table in conventional square 
pats. She dares a new color 
scheme in her home. She loves to 


be original and to use the utility 
items of living in new, creative 
ways. 

| If there weren’t enough women 
| of her kind to justify appealing to 
| them—from the profit angle alone 
|—I doubt very much that stores 
like Lord & Taylor and Neiman- 
Marcus would be so successful. 
|For much of their promotion is 
keyed to the extension of emotion 
—not just the bare hammer-ham- 
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mer-hammer recital of utilitarian 
facts. 

Somehow—I think it’s a good 
thing, too. Perhaps if more peo- 
ple realized that sheets are won- 
derful things—that it’s a fine life 
value to make a bedroom a beau- 
tiful room—attractive to retire to 
—attractive to wake up in—per- 
haps some good aesthetic value 
would be gained. 

Please—on your way home to- 
night— buy your wife a dozen 
roses. Touch one of the petals. 
Remember—roses smell good, too. 
We don’t go around spouting off 
about these things—pbut don’t 
think they aren’t important— 
especially to women! 

MAXINE PINSON, 

Henri, Hurst & McDonald, 
Chicago. 

— (2. FB 


Stamp for a Box Top 
Is Eno’s Offer 


To the Editor: Undoubtedly for 
the first time—a manufacturer of 
famous products offers the stamp 
collector an unusual stamp in re- 
turn for a box top. 

The maker of Brylcreem and 
Eno, through its affiliation with a 
world - wide. organization, has 
branches scattered on all five con- 
tinents. Thus the company found 
that it was in a rare position to 


nae canescens 
Pa: GET THIS ERROR NOW 
~~ OF 
. ‘ 
‘ : 
$ $ Portrait on this stamp is that ¢ 
. Shortland, Royal Navy, the father of L 
“ 
‘B ; $ South Wales, wham the Newcastle Centenary 
‘ $ intended to honor, The error pro ly ovigi- 
nated in the Mischell Library, Sydney, where 


‘a : 
BH AUSTRALIA : 


stamped envelope and receive this hne c 
Ritchie & Janvier, Inc., 6 Orange St., Bloomheld, N. J 


obtain stamps that are unusual or 
rare, and of particular interest to 
many of the 10,000,000 stamp col- 
lectors in: the United States. 

Through its representative, 
Ritchie & Janvier, Inc., Bloomfield, 
N. J., it has adopted and put into 
operation a plan whereby much 
desired stamps may be obtained 
by merely sending in an Eno 
wrapper or Brylcreem carton. 
There is no charge whatever for 
the stamp. 

The first collector’s stamp was 
found by the firm’s Far Eastern 
associates. This stamp pictured 
the father instead of the son, Lieu- 
tenant John Shortland, discoverer 
of Port Hunter, New South Wales, 
whom the Newcastle Centenary 
intended to honor. The error 
probably originated in the Mitchell 
Library, Sydney, where portraits 
of both father and son are hung. 
This makes an “error” stamp, the 
possession of which is desired by 
alert stamp collectors. 

Other stamps of an unusual na-| 
ture will be offered in subsequent | 
advertisements. This idea is a) 
new one—unusual collectors’ items | 
for only box tops. 

ARTHUR A. STARIN, 
Advertising Manager, Ritchie | 
& Janvier, Inc., Bloomfield, | 
N. J. 


7, Vv 


‘Pathfinder’ Added | 


to Gaines Schedule 

To the Editor: In the March 1 
issue of ADVERTISING AGE on Page 
63, you mention that “General 
Foods steps up the Gaines Dog 
Food campaign.” 
Homes & Gardens, Household and 
Look as being the new additions 
to this list. We are happy to ad- 
vise you that Pathfinder has also 
been added and I wish you would 
make note of this. 

Ep F. WRIGHT, 
New York Manager, Path- 
finder, Philadelphia. 
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Permission Is Granted 
To THE EpIToR: PERMISSION RE- 
QUEST REPRINT A. W. ZELOMEK 
ARTICLE PAGE 47 FEB. 16, CREDIT 
LINE AA. 
R. H. MuEHLBERG, 
SECRETARY, NATIONAL Com- 
MERCIAL REFRIGERATOR SALES 
ASSOCIATION, MINNEAPOLIS. 
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Brunelle Scorns 
Real Estate Ads 


Hartrorp — Realtors today are 
using extremely poor copy in ad- 
vertising houses for sale, accord- 
ing to Charles Brunelle, head of 
Brunelle Company, Hartford 
agency. 

Speaking before the Hartford 
Real Estate Board, Mr. Brunelle 
criticized realtors’ ads for merely 
announcing that their housing of- 
ferings have “doors, rooms, a cer- 
tain address and other obvious 
details.” 

Real estate ads, he declared, 
should “attract attention, either 
through illustration or headiines, 
arouse interest, create desire and 
eall for action.” Realtors, he said, 


must tell unique qualities of the 
houses and stress why they should 
actually be purchased. 


Visual Group Elects 


The Industrial Audio-Visual 
Association has elected Wm. M. 
Bastable, head of the film divi- 
sion of Swift & Co., Chicago, as 
president. Other officers elected 
are: F. Merle Johnson, public re- 
lations department of General 
Motors Corporation, vice-presi- 
dent; R. M. Hogan, Kraft Foods 
Company, treasurer; William Cox, 
Santa Fe Lines, corresponding 
secretary, and Daniel Rochford, 
Standard Oil Company (New Jer- 
sey), recording secretary. 


Names Fader Agency 


The Metal Textile Corporation, 
West Orange, N. J., manufacturer 


of Chore Girl pot cleaners, has ap- 
pointed the Franklin Fader Com- 
pany, Newark, N. J., to handle its 
advertising. 


Ice Group Names Sills 


The Canadian Association of 
Ice Industries, Niagara Falls, Ont., 
has appointed Allan R. Sills & Co., 
Toronto, to handle its promotion. 
Beginning with the April issues of 
national magazines, color ads will 
be used for the first time. 


Pirofsky to Daystrom 

Irving Pirofsky has been named 
market research manager of Day- 
strom Corporation, Olean and 
Friendship, N. Y., subsidiary of 
ATF, Inc. He was formerly as- 
sistant to Frederick B. Heitkamp, 
ATF vice-president in charge of 
planning. 
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Names VanSant, Dugdale 


Charles D. Briddell Company, 
Crisfield, Md., cutlery manufac- 
turer, has appointed VanSant, 
Dugdale & Co., Baltimore, to 
handle its advertising. 


Hayhurst Names York 


Don J. York has been appointed 
an account executive in the Mon- 
treal office of F. H. Hayhurst 
Company. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
using Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


You get more for your advertising money in The Oil and Gas Journal 
than from any other oil publication! At a cost of just $8.62 you 
speak to one thousand prospective customers through The Jour- 
nal‘s pages. You would pay from $13.41 to $23.56 to reach the 
same number of readers in other oil publications. The Journal 
gives you MORE paid subscribers —- and that’s just half the 
story! You also get the SELECTIVE readership of The Jour- 

nal, circulation among the picked men of the oil industry 

who actually buy or influence the buying of the merchan- 

dise you have to sell. In terms of results on your sales 

chart, The Oil and Gas Journal is your most economical 
advertising buy. 


| 


Cost per 1000 readers in oil publications 


Based on 13 time rate ( 


publication has no 13 time rate 


Except Petroleum Refiner, based on 12 time rate. This ) 


CIRCULATION 


23,200 


PETROLEUM 
ENGINEER 


PETROLEUM 
REFINER 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA 


“FOLLOW THE JOURNAL... 
FIRST IN THE OIL INDUSTRY” 


OFFICES: NEW YORK, PITTSBURGH, CHICAGO 
LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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New Rainier Drive 

Sicks’ Seattle Brewing & Malt- 
ing Company and Sicks’ Spokane 
Brewery have launched a new 
drive for Rainier beer in 65 news- 
papers in Washington, Idaho and 
Alaska. Copy stresses Rainier for 
specific pleasant occasions. West- 
ern Agency, Seattle, handles the 
account. 


Fawcett Appoints Two 
Louise Ladue, formerly in the 
market research department of 
Esquire, has been placed in charge 
of advertising promotion of To- 
day’s Woman, New York, Fawcett 
publication. Carl S. Auerbach, 
formerly printing buyer of News- 
week, has joined the production 
department of Fawcett Publica- 
tions, Inc., and will be in charge 
of purchasing and production of 
all printed promotion material. 


Kline Joins Hilton 

William M. Kline, formerly with 
the New York Times and Seagram 
Distillers Corporation, New York, 
after six years in the Army, has 
joined Peter Hilton, Inc., New 


‘York, as account executive. 


LAURENCE 


INC. 
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Goodenough Promoted 

Stuart W. Goodenough, on the 
staff of the general manager of 
sales in Cleveland, has been 
named assistant Chicago man- 
ager of the manufacturers prod- 
ucts sales department of Ameri- 
can Steel & Wire Company, sub- 
sidiary of United States Steel Cor- 
poration. 


Bahnsen to Pillsbury 


Stanley G. Bahnsen, formerly 
associate editor of Merchants 
Trade Journal, has joined the ad- 
vertising department of the feed 
and soy division of Pillsbury Mills, 
Clinton, Ia. 


SSC&B Names Wood V.P. 

Luther H. Wood, director of re- 
!search of Sullivan, Stauffer, Col- 
well & Bayles, New York, has 
been elected vice-president of the 
agency. 


Ellis Names Dobin 


Jerome Dobin, formerly with 
Colby Advertising Agency, has 
been appointed an account execu- 
tive in the New York office of 
Ellis Advertising Company. 


. 


That’s a big circulation for this territory 


SAN FRANCISCO 
EXAMINER 


Week Days 


William Crowther of J. Walter Thompson Co., New York, has 
slipped an engagement ring on the proper finger, left hand, of Alice 
Ebdon of Plandome, L. I. . . Edmund Chester, director of shortwave 
broadcasting and Latin American relations for CBS, is enroute to 
Geneva, Switzerland, where he will attend the meetings of the 
High Frequency Broadcasting Planning Committee. . . 

Thomas Velotta, ABC vice-president in charge of news and spe- 
cial events, left March 20 for Paris, where he will represent 
ABC at meetings planned by the French government to further 
the interchange of public service and education radio programs 
between France and the U.S... 

The Association of National Advertisers threw a farewell cock- 
tail party recently at the Harvard Club in New York for Eric 
Haase, former assistant to the ANA president and now head of his 
own public relations firm, and Fred Wahlstrom, who left ANA to 
become president of the Distribution Council of National Adver- 
tisers. 

Chicago Art Directors Club member William Miller, art dir. of 
General Outdoor, has an exhibit of flower portraits at the Little 
Gallery, Esquire theater, from now to the 27th. He grows the 
iris hybrids that he handles so deftly in pastels. . . 


JUNKET—Here Paul Patterson (left), publisher of the Baltimore Sun, and James 

G. Stahlman, publisher of the Nashville Banner, chat with Alice Lemieux, Pan 

American stewardess, after a round-trip inaugural flight from New York to 
Johannesburg. 


Thomas D’A. Brophy, president of Kenyon & Eckhardt, New 
York, has been appointed chairman of the public information com- 
mittee for the 1948 campaign of the United Negro College Fund, 
which will be launched next month... 

ABC President Mark Woods wrote such an enthusiastic letter to 
Larus & Bro. Co. about Edgeworth smoking tobacco, that the com- 
pany is using his kind words in a magazine ad... 

Gertrude Tipper, secretary to Charles C. Barry, ABC vice- 
president in charge of programs and television, is vacationing in 
Mexico. . . M. M. Schneckenburger, director of advertising for The 
House of Seagram, Montreal, has left for a trip through the north- 
ern part of South America, Central America and Cuba... 

F. R. Kerman, of the Citizens Nat’l Trust & Savings Bank, is 
chairman of a Los Angeles Adclub committee set up to discuss with 
school officials the establishment of a scholastic award as a memorial 
to Maurice W. Heaton for the work he did to foster a closer rela- 
tionship between advertising and the schools. The club proposes 
establishment of a foundation, which will provide the award... 

Honor Gregory, pres., and her husband, Bromley House, v.p. of 
Gregory & House, starred at a party celebrating the 10th anniver- 
sary of the Cleveland agency March 11... Eugene Carr, dir. of 
radio for Brush-Moore Newspapers, operator of WHBC, Canton, 
and WPAY, Portsmouth, O., was guest speaker at the annual pub- 
lications banquet of Kent State University, held in Akron March 
1 ee 

Newly elected chairman of the advisory board of Columbia Uni- 
versity’s American Press Institute for 1948-49 is Sevellon Brown, 
editor and publisher of the Providence Journal and Bulletin. . 
Appointment to a full colonelcy has been received by Col. Richard 
Henderson, promotion dir. of the Hartford Times. The colonel is 
executive officer of the 103rd anti-aircraft artillery brigade, Con- 
necticut National Guard... 

George Benneyan, director of promotion and publicity of the 
American Newspaper Advertising Network for the past year, has 
been directing a citizens’ council appointed by the mayor of White 
Plains, N. Y., his home town, to advise the local administration on 
matters of public relations for the city... 

Among the White Plains residents serving with Mr. Benneyan 
on the council are Don B. Stetler, Standard Brands advertising di- 
rector; Henry Obermeyer, Consolidated Edison advertising director; 
Larry Deane, vice-president, McCann-Erickson; A. B. Pratt, Young 
& Rubicam space buyer; Allen Sikes, service manager of the Bu- 
reau of Advertising, ANPA; H. Norman Neubert, R. H. Macy public 
relations manager; Benjamin Carroll, editor of the White Plains 
Reporter-Dispatch; Frank Seitz, manager of WFAS, White Plains; 
James M. Beall, assistant publicity director, American Gas; Linden 
Haney, divisional sales mgr., Doughnut Corporation of America, and 
Paul Sarazen, vice-president, Publishers Service Company. . . 

Thomas W. Hughes, vice-president of National Export Advertis- 
ing, recently returned from a three-week business trip to Puerto 
Rico and the Dominican Republic. .. Alexander MacCallum of the 
American Broadcasting Company might be called slightly disloyal 
to his esteemed network—he recently became engaged to Doris 
Paterson of WNBC... 

John W. Keeshan of J. Walter Thompson has been elected to the 
board of trustees of the Midtown Hospital, New York... Young & 
Rubicam Art Directors William Kammer and James K. Maloney 
are giving a course in visualizing and layouts for agency employes 
at the Workshop School of Commercial Art, New York. . . 
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Pincor Powered 


‘Plans Packaging Course 
The University of Illinois will 
conduct a packaging and materials 
handling “short course” as a part 
of the third annual industrial 


Lawn Mower Gets 
Ist Big Promotion 


Cuicaco—This spring, for the 
first time, a power lawn mower | 


is being advertised in full-page, Harris Forms New Firm 
full-color ads in national maga-— Saad 3. Mintle amaenmank ond 
zines—five ‘to be exact. ‘sales consultant, has formed Har- 


The advertiser, Pioneer Gen- | Fis Productions, Inc., with offices 
E-Motor Corporation, is a new-'in New York and Detroit. The 


Industrial Packaging Engineers 
Association Oct. 5-7 at the Hotel 
Sherman, Chicago. The course will 
open one day earlier than the 
exposition. 


comer in this product field, and | new firm will specialize in drama-|Ayer cup will be awarded to the) tive in the Twin Cities. 


likes it well. 


$100,000 for promoting its Pincor | silent motion pictures, slide films, | hibition, regardless of circulation. | 
lawn mower and hedge trimmer | convention displays, sales man-| 
for 1947-48 and has now decided Uals and other sales training ma- | 


Ayer Awards 
Set for March 26 


| PHILADELPHIA — John Gunther, 


packaging and materials handling the writer; John Taylor Arms, art! Manufacturers 
exposition, to be sponsored by the | girector of Print Magazine, and| elected Clifford Dowson, Brant- 


Harry L. Gage, graphic arts con- 
sultant, will serve as judges of the 
18th Annual Exhibition of News- 
\paper Typography to be held in 
'Philadelphia on March 26 under 
‘the auspices of N. W. Ayer & Son. 
Approximately 80% of the na- 
'tion’s newspapers will be in- 
\spected by this jury at the Ayer 
| galleries, and the F. Wayland 


It has allocated | tized convention shows, sound and | newspaper judged best in the ex-_ 


The winner last year was the| 


57 


‘cate of award for tabloids, regard- | 
less of circulation. 


ENO IRE SE AEB 
Canadian Group Elects BEGINNER'S LUCK ? 


The Canadian Refrigeration | Hy/Amg hay amaten? cau ser 


Association  has| F re) T O T Y p E 


All letters.in each line are quick ¥ cs. 
sembled and automatically cl ores > 
special composing stick ready te 2ocve 

to the finished art. Idea! for heccs 
| — Available in transparent or cpcccve 
letters. This ad set with Fotctype = ~st 


‘ford Refrigerator Company, To- 
ronto, president. R. H. Lock, J. H.| 
Lock & Sons, Toronto, has been 
named vice-president. 


News Bureau Moves 


Norwood-Ehling News Bureau, | 
Minneapolis, has moved its offices | 
from 301 Walnut St., S. E., to} 
|'Room 207, Times Annex. NENB 
is ADVERTISING AGE’s representa- 


25 minutes! WRITE FOR FREE CATALOG 
i | Fofolyer a 
| 1415 ROSCOE ST., CHICAGO 13 


to spend twice that much in. 
1948-49. 

Most of the present budget is | 
for four-color ads, mostly full- 
page, in Better Homes & Gardens, 
Collier’s, Country Gentleman, 
House Beautiful and Sunset. Next 
season more ads will run in those 


addition, Pioneer will continue to 
run ads monthly in Hardware 
Age, Hardware Retailer, Hard- 
ware World, Implement & Trac- 
tor and Southern Hardware. Also, 
the company puts out catalogs, 
dealer aid material, etc. 


No Dominating Brand 


The company’s drive is remark- 
able. Four years ago its officers 
knew nothing of the power lawn 
mower field. Theirs was a com- 
pany strictly in the fractional 
horsepower motor business and 
they had made thousands of these 
during the war for the armed 
forces. 

When the war ended they looked 
around for something else to 
make, too. Surveying’ various 
fields, they stumbled on the lawn 
mower industry. This, they dis- 
covered, had no single dominating 
factor, either in product or mer- 
chandising methods. In fact, in 
the 70 or 80 years in which power 
lawn mowers had been manufac- 
tured, almost no other company, 
of 16@ in the business, made the 
motors and all parts used in its 
product—and none ever had used 
more than small space ads in na- 
tional media. 


Leader in 3 Years 


Pioneer promptly researched the 
field thoroughly, hired expert en- 
gineers, designers and others—in- 
cluding M. J. Walker, a pioneer in 
the field, who became vice-presi- 
dent in charge of sales. These 
men developed the Pioneer line 
and the company’s new brand 
name, Pincor. 
production began. 

Today, according to company 
spokesmen, the Pincor line is more 
widely sold than any other com- 
petitive line. This is partly due 
to the product design itself, they 
say, partly to their precedent- 
making large ad drive and partly 
to their enviable ability to build 
fractional horsepower motors (at 
the rate of 250 a day). Competi- 
tors, it is said, have no easy time 
obtaining motors nowadays. 

Pioneer has a 20-man sales force 
ind sells Pincor products direct 
‘o dealers. The Pincor lawn mower 
ells at $150 f.o.b. factory here 
and the Pincor electric hedge 
trimmer at $32.50. Two new 
nodels of these are being readied 
for next year. 

Weiss & Geller here handles the 
iccount. 


Radio Sales Up 5.6% 


Net time sales, after commis- 
ions, of standard broadcast sta- 
tions and networks in 1947 were 
ip 5.6% over 1946, FCC has re-: 
‘ealed. The report is based on 
reliminary financial data from 
our networks and their 10 key 
tations, three regional networks 
ind 821 stations. 


magazines and additional ones. In| 


Three years ago. 


terial. 


Gets Furniture Account 
Pp 


ower Furniture Company, 
_Portland, Ore., has appointed Ran- 
| dol . Kuh isi ; 
coe s: Rag Mahdi de “te | (3) papers of less than 10,000 cir- 


Agency, Portland, to handle 


‘radio and newspaper advertising. 


| Herald, Rutland, Vt. 

Three certificates of award will | 
be given in each of three classi- | 
fications: (1) papers of more than 
50,000 circulation; (2) papers of 
10,000 to 50,000 circulation and 


TU A eZ 


HALVES OF THE 


vancouver AREA” 


culation. There is also a certifi- 


national advertising is local advertising 


— 


Family Cack tac! 


You can place the full weight of your advertising where big business is. 
You know that chain grocery stores study, test and expertly evaluate store 
locations for high volume —thus they are your guarantee of extra sales 
and fast turnover. 


Last year, the women who shopped in the 6,118 chain grocery stores which 
are the exclusive sales outlets for FAMILY CIRCLE magazine, spent two 
billion dollars for food and in these stores alone. 


It is distributed in 891 coun- . 


ties, 30% of the UV. S. total 


51.4% of U. S. total fami- 
lies live in those counties 


Food Sales 


Food Sales. 


The volume of the chain 
grocery stores distributing 
FAMILY CIRCLE was $2,- ; 
000,000,000 in 1947 


in the same 
counties — $14,486,155,- 
000, 60% of U. S. total 


Advertising effort pays-off where such concentrated demand prevails. 
FAMILY CIRCLE will focus your sales-message directly on 1,500,000 cus- 
tomers of 6,118 American, Colonial, First National and Safeway Stores. 
For those’ practical housewives buy this practical magazine where they 
buy their groceries. 


Your advertising in FAMILY CIRCLE will guide their hands to your brands. 


fimtly Cocke 


the neighborhood magazine 


"oe 
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MARCH ADVERTISING LINAGE IN FARM PUBLICATIONS 


. 
NEW JERSEY'S FOURTH Larcest Market Mullins Promotes 3 | 
wit ‘atte C. D. Alderman, assistant man- a 7h 
° 1a 
ager of sales, kas been appointed eaatad ss 
t sales manager of the Youngstown | send lll 
| kitchen division of Mullins Mfg. SER ace anuiventock 
| . | — a Advertis —_ ant assifie 
i Corporation, Warren, O., succeed- . Mihi eos. ak ae 
ing Frank W. Knecht Jr., who has Pages Lines Pages Lines Lines Lines | 
am been made staff assistant. David FARM MAGAZINES 
| F. Rucks Jr., regicnal manager,| Capper’s Farmer... 65.2 44,364 59.9 40,747 42,325 38,621 
| Country Gentleman.112.7 76,626 96.7 65,742 74,006 62,700 
m | has been named to succeed Mr.) jo Sournal 114.3 49,011 87.7 37,557 45, 34,284 
_Alderman as assistant manager Of | progressive Farmer: 
100 | sales. | Carolina-Va. 
| } OMe. nce. as 88.6 64,515 74.6 54,327 60,004 48,857 
‘McCall's’ Ups Ad Rat Madition 
° Edition ....... 7.3 63,551 73.8 53,702 59,031 48,577 
BAYONNE ALL OTHER c a 5 ‘ ps ate Ky.-Tenn.-W. Va 
wes WSs Commas Effective with the September, WaNink 654... 84.3 61,344 73.4 53,449 57,093 48,203 
: ’ Miss.-La.-Ark 
M h 5 4 ONE | a es McCall s, New York, ete oo xs x 83.3 60,665 70.1 50,997 55,410 45,531 
ore than 3.4 to ) will increase its basic page rate) texas Edition 91.5 66,590 77.1 56,152 59,584 49.652 
‘from $9,000 to $10,000 and other *In all 5 Editions 71.9 52,341 59.1 43,050 49,645 40,115 
THE —e TIMES —_ over re ~ advertising rates will be increased an. — 87.0 63,333 73.8 63,725 58,224 48,164 
mo ami coverage in ayonne an . . . s - 7 
othe competitive "aowsnepers combined. | accordingly. The’ new rates will} turist ........... 47.2 33,066 44.7 31,316 30,163 27,370 
$67,205,000.00 in Retail Sales for 1946 makes be based on a new circulation of | Successful Farming.107.3 48,280 103.9 46,767 46,156 44,422 
8 ood market. 93% Home Deliver j = ae ate! eae + eases) sinetensatins 
makes THE BAYONNE mae a good sanat 3,750,000 net paid. Total Group ....881.7 568,012 761.9 490,756 529,596 448,217 
for Foods, Drugs and other Retail Sales. . .| ad 
Send fora copy of THE BAYONNE TIMES Rogers Names Willert MONTHLIES 
Market Data Book. “ Agricultural Lead- 
Arthur E. Willert, formerly ers’ Digest ...... 36.5 7,154 30.2 5.943 7,154 5,943 
THE 8B Y with F. W. Woolworth Company, | 4merican Fruit A bi F 
A ONNE TIMES has been named manager of sales | eee eae 41.0 17,596 30.6 13,149 17,037 12,674 
NATIONALLY REPRESENTED 8Y | : - American Poultry 
of Rogers Plastic Corporation,| Journal: 
BOGNER & MARTIN North Wilbraham, Mass. He will Eastern Edition. ‘ 53.5 22,974 65.6 28,153 12,301 13,970 
. Ry Centra Edition.. 45. 9,33 53.2 22,! , 833 2,392 
295 MADISON AVE, NEW YORK © 228. LA SALLE ST. CHicago make his headquarters in the New) Western Kdition.. 37.7 16.165 42.6 18.287 10,100 11,165 
York office. *In all 3 Editions 35.3 15,130 39.8 17,081 9,720 10,759 | 
setter Farming 
Methods ........ 38.0 16,802 35.8 15,377 16,302 15,377 | 
. Wetter’ Fruit ...... 25.8 10,807 25.3 10,661 10,807 10,661 
Breeder's Gazette... 21.3 9,591 22.9 9,898 7,173 6,508 
California Citro- | 
Re Yer eT 27.8 18,648 26.9 17,752 | 
Carolina Co-operator 12.9 5,416 10.4 4,269 
Cattleman, The 98.0 41,191 120.3 28,000 
Electricity on the 
kk Farm \...4.... S883 .. 2000 £08 6,627 | 
— Farm and Ranch... 41.8 29,321 47.6 28,500 | 
Marmer-Stockman.. 36.2 27,409 37 26,015 | 
Florida Grower . S316 24076 36.1 13,177 
Kentucky Farmer.. 23.8 18,671 24.4 15,792 | 
Michigan Farm } 
te a ae 19 4,476 2.3 4,338 
| National Live Stock 
Producer Roe bkn Ae 9,338 12.6 9,230 8,933 8,87? | 
New Jersey Farm 
and Garden . 44.7 20,150 0.0 22,614 17,282 18,502 
Ohio Farm Bureau 
MS eign Kak 0% 18.0 8,091 15.7 7,044 7,641 6,606" 
Poultry Tribune; 
Eastern Edition... 68.1 29,212 77.4 338,205 17,265 17,855 
Central Edition... 60.7 26,051 62.2 26,705 17,099 16,493 
Western Edition.. 50.4 21,603 52.0 22,815 14,682 14,838 
*In all 3 Editions 44.8 19,210 46.9 20,131 13,216 13,712 
Southern Farmer... 14.4 11,500 7.6 6,116 10,244 5,467 
Southern Planter... 40.4 28,282 41.0 28,682 25,821 26,033 


Western Dairy 
A | eee ere 

Western Livestock 
Journal ..-101.5 42,630 130.4 


24,780 


54,768 


11,410 


17,396 


Total Group ...1 


044.4 504,909 1,121.2 538,371 


Monthlies—February 


381,825 


BUT—wkz0-WIEF 
WILL PULL BETTER FOR YOU 
IN WESTERN MICHIGAN! 


The only way you can be sure of a substantial audience in 


Western Michigan is to broadcast your message from Western 
Michigan. Outside stations are virtually blanked out and cut 


off by a wall of fading that surrounds the area. 


And when we tell you that WKZO in Kalamazoo and WJEF in 
Grand Rapids are your strongest-pulling team within the wall, 
we're merely stating a fact which you can verify in five minutes 

via Hooper Reports. The latest Hooper for which figures are 
available shows WKZO-WJEF with a morning Share-of-Audi- 
ence of 38.6, whereas no other group of stations in any network 
rates more than 27.9. And our afternoon figures are practically 


as good as the morning! 


We'll be glad to send you the complete Hooper Report. Or ask 
Avery-Knodel, Ine. 


*E. Hespman and his huskies ran 10 miles in 47 min., in 1946. 


4 sec 9 


AND OPERATED BY . 


FETZER BROADCASTING COMPANY 


BOTH OWNED 


AVERY-KNODEL, INC., Exlusive National Representatives 


Farm Publications Schmelz Changes 


Charles E. Schmelz, formerly on | 


Arkansas Farmer... 12.5 9,440 10.8 7,812 8,024 
Idaho Granger .... = | 9,422 10.0 10,836 9.414 
Nation's Agriculture 9.5 4,268 8.5 3,843 4,268 

Total Group .....30.7 28,130 29.3 22,491 21,706 
s‘emi-Monthly—February 
American Agricul- 

A rrr 34.5 25,099 36.0 26,180 21,700 
California Grange 

eer rr ier 26.3 28,574 19.4 21,0566 11,074 
a*Colorado Rancher 

& Farmer ..... 26.3 19,865 vera of 


Again Have 4.4% 
Gain for Month 


Cuicaco—Farm publication ad- 
vertising linage in the past month 
was 4.4% greater than in the same 
period last year—exactly the same 
gain reported in the preceding 
ADVERTISING AGE compilation (AA, 
Feb. 16). 

The publications carried 2,448,- 
190 lines for the latest period, 
against 2,344,468 a year 
In the previous report, the same 
papers carried 2,330,979 lines. 

March farm magazines carried 
568,012 lines, up 15.7% over their 
490,756 lines in March, 1947. 
March monthlies carried 504,909 
lines, down &2% from 538,371 a 
year ago. Monthlies reporting for 
February had 23,130 lines, 2.8% 
more than 22,491 in February a 
year ago. 

February 


semi-monthlies car- 


9,968 


18,540 


376,133 


r-——Total Advertising 


Commercial 
Display 
Excluding 
Poultry, 
Livestock 


——1948——7", -—— 1917 1948 
Pages Lines Pages Lines Lines 
Dakota Farmer 60.0 46,922 54.0 41,691 
Farmer, The ...... 70.2. 55,074 65.0 50,955 
Hoard’s Dairyman.. 51.5 37,489 48.0 384,919 
Idaho Farmer ..... 51.9 39,168 44.8 33,881 
Indiana Farmer's 

NE sins 3 WAM B06 29.8 34.5 27,059 
Kansas Farmer i«, San 53 43.2 32,822 5 
Michigan Farmer... 47.2 36,261 49.5 37,998 31,502 
Missouri Farmer 8.8 6,918 6.4 4,982 6,514 
Missouri Ruralist .. 34.6 26,261 34.0 25,802 21,619 
Montana Farmer... 52.2 39,458 44.5 33,264 29,550 
Nebraska Farmer... 78.6 59,435 71.2 53,803 48,162 
New England 

Homestead ...... 43.7 30,569 46.2 32,3 21,7038 
Ohio Farmer ...... 64.5 41,825 635.2 2,38 37,092 
Oregon Farmer 50.2 37,934 46.7 35,312 34,263 
Oregon Grange 

ee 18.0 19,572 16.2 17,598 19,572 
Pennsylvania 

gn La ere 45.6 34,990 45.0 34,569 31,526 
Utah Farmer ...... 37.1 28,123 26.2 19,843 25,464 
Wallaces’ Farmer & 

Iowa Homestead. 81.0 70.6 55,342 54,171 
Washington Farmer 49.4 45.2 34,191 33,577 
Western Farm Life 51.5 64.7 42,921 23,917 
Wisconsin Agricul- 

a a rie see 6.9 44,613 41,756 41,539 


Total Group ...1,076.6 835,069 1,009.8 
Bi-Weeklies—February 
Dairyman’'s League 


690,327 


ee yee 7.9 5,768 8.7 6,303 5,881 
bCalifornia Farmer: 
Northern Edition. 62.2 47,065 62.6 47,329 40,998 
Southern Edition. 61.5 46,511 57.5 43,489 40,594 
Prairie Farmer 75.0 64,638 73.7 53,694 44,267 
Total Group .. 206.6 153,982 202.5 150,815 131,740 
Weeklies—Febraary 
Capper’'s Weekly 11.1 24,920 11.6 25,946 15,911 
Weekly Kansas City 
PROT vat icvceesens 24.5 60,296 26.7 65,678 42,081 
Total Group .... 35.6 85,216 38.3 91,624 57,992 
Dailies—February 
Chicago Daily Drov- 
ers Journal ;..... 29.0 61,710 25.7 54,680 34,141 


Kansas City 
brovers Telegram 37.4 79, 
Omaha Daily Jour- 


590 39.9 


nal-Stockman 40.6 86,441 39.2 
St. Louis Daily Live 
Stock Reporter ; 2a 0.131 21.9 
Total Group ....130.6 277,872 126.7 269,734 
*Not included in totals, 
aFirst issue September, 1947. 
b'California Cultivator’ and ‘Pacific R 


bined in February to form 


CANADIAN 


*Canadian Country- 


84,986 


46,643 


42,897 


83,425 52,570 


164,143 


ural 


“California Farmer.’ 


man —ssnedeaeve Gee S6:006 22.6. $3.606 32.700 
Country Guide, The 54.5 389,267 61.1 36,757 39,267 
*Family Herald & 

Weekly Star: 

Eastern Edition.. 79.7 79,697 83.2 83,206 55,318 

Western Edition. 77.7 77,700 70.2 70,155 51,803 
Farm & Ranch 

Review re » 26.4 18,297 25.3 18,217 17,072 
*Farmer’s Advocate & 

Home Magazine 40.7 28,477 37.4 26,154 23,466 
*Farmer's Magazine 36.3 25,390 29.4 20,581 23,056 
*Free Press Prairie 

PeUInOr “sedan caies 107.3 120,668 103.5 116,405 59,341 
*Western Producer. 56.4 60,392 46.7 50,016 30,406 

516.6 476,689 479.2 444,171 321,505 


Total Group 


*February linage. 


Press" 


and Classified 


1947 

Lines 
38,764 
39,960 
29,834 
30,071 
660 


cio oo & 


30,910 
17,617 
45.00% 
30,365 


24,784 
37,456 


630,942 


123,042 
14,022 
46,401 

60,429 


27,056 
40,103 


46,426 


com- 


58,182 
26,700 


293,247 


the advertising sales staff of Vet- Providence, R. I., 
erans Magazine, 


Homecraft, Chicago. 


‘Appoints Metcalf Agency 
George T. Metcalf Company, 


has been re- 
has joined the) tained to handle the advertising of 
midwestern sales staff of Popular| Northeast Paper Company, Paw- 


| tucket, R. I., paper converter. 


earlier. ° 


ried 835,069 lines, a 7% gain from | 
780,677 in February, 1947. Febru-| 


153,982 
150,815. 


carried 
from 


ary bi-weeklies 
lines, up 2.1% 
Weeklies last 
216, down 7% 
in February report a 3% 
up from 269,734 to 277,872. 

Canadian farm 
nearly all March issues, report a 
total of 476,689 lines, 7.3% more 
than their 444,171 in the same 
period of 1947. 


gain— 


| Koerber to Alexander 


Barton Alexander, Advertising, 
Toledo, has been appointed to 


handle the advertising of Koerber 
Brewing Company, Toledo. 


month carried 85,- | 
from 91,624. Dailies | 


publications, | 
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: Enters Residential 
Ad Council Gas Heating Field 
Enlarges Board, | Timken-Detroit Axle Company, | 


Elects Officers field. Timken Silent Automatic 


New York—Charles G. Mor-| division, Jackson, Mich., will man- 
timer Jr., vice-president of Gen- | ufacture three sizes of air condi- 
eral Foods, last week was re-| tioning gas furnaces and a gas 


elected chairman of the Advertis- | boiler especially designed for) 


ing Council at the annual meeting Small homes. Sales will be backed 
of the board of directors here. _by an intensive advertising and 
Vice-chairmen elected include | promotion program, spearheaded 
| by four-color ads in The Saturday 
Stuart Peabody of the Borden) pyening Post. 
Company, Kerwin H., Fulton,| FAs eee 
Buys Publication 
| Briant Sando, formerly general 
| sales director of the Courier-Jour- 


| ville, has become the owner and 


Review, Orange, Cal. 


Detroit, has entered the resi-. 
‘dential gas heating equipment) 


nal Job Printing Company, Louis- | 


ATF Shifts Farnsworth, 
Johnston and Hardy 


H. F. Farnsworth, drafted nine, 
years ago as manager of the San 
Francisco office.of American Type 
Founders Sales Corporation, at his 
own request has returned to ac- 
| tive selling in the field. 

Willis C. Johnston, manager of) 
ATF’s Seattle and Portland offices, | 
has been named to replace Mr. 
|Farnsworth. Richard Hardy, rep- 
resentative in Portland, has been! 
appointed manager of the Seattle 
|and Portland offices. 


NNN 


\ 
y 


\Announces Closing Date 


| The closing date for advertising | 
'in the Boot & Shoe Recorder Con- 
vention Daily, which will be is-! 
sued in Chicago April 26-28 at the 
National Shoe Fair, has been set 


Irwin Johnson with his personalized record show 

has become a ‘'must" for early morning risers 

(7, 7:45, 8:15) in Central Ohio. The ''Early Worm" 

has a_ consistently high Hooperatin against 

eit national competition. The fact that seven- 

teen local and national advertisers have been on 
this program for six years 
and more attests to its dy- 
namic sales power. 


Power 5,000 D — 1,000 N — CBS 


C. G. Mortimer Jr. Stuart Peabody 
president of Outdoor Advertising, | 
Inc., and William Reydel of the) 
Newell-Emmett Company. 

Paul B. West, president of the 
ANA, was elected secretary and 
Frederic R. Gamble, president of | 
the Four A’s, treasurer. T. S. Rep- 
plier was renamed president of 
the Advertising Council, and Al- 


Kerwin Fulton Wm. Reydel 


lan M. Wilson and George P. Lud- 
lam were reelected  vice-presi- 
dents. 

At the meeting the number of 
directors of the council was in- 
creased to 52, to broaden its base 
throughout the advertising indus- 
try and include more business 
men engaged in related marketing 
activities. 

Advertiser and agency repre- 
sentatives on the board have each 
been boosted from eight to 10. In 
addition, the four media groups, 
magazines, radio, newspapers and 
outdoor now will have five rep- 
resentatives instead of their for- 
mer four each, and the number of 
directors-at-large has been raised 
from 10 to 12. 


Start New Committee 


The council also announced that 
a group of American business lead- 
ers is joining with the Ad Coun- 
cil to extend public service pro- 
grams. The new committee, 
headed by Charles E. Wilson, 
president of the General Electric 
Company, will be known as the 
Industries Advisory committee of | 
the Advertising Council. 
Donald David, dean of the) 
Graduate School of Business Ad- | 
ministration, Harvard University, 
is vice-chairman. 
“The purpose of the committee,” 
Mr. Wilson said, “will be to sug- 
gest new information programs | 
which the committee feels should 
be conducted; to give the board 
of directors of the council the) 
benefit of the Advisory Commit- 
tee’s reactions to programs which 
the council may have under con- 
sideration, and to aid the council 
raising an annual budget of 
$650,000.” 


Issues Catalog 


Chemical Publishing Company, 
Brooklyn, has issued a new 1948 
Catalog of the latest books on 
cnemistry, physics, technology, pe- 
troleum, medicine, foods, formu- 
laries, drugs and cosmetics, engi- 
heering, metals, technical diction- 
aries, building construction, etc. 


.fCopies are available free. 


Review, of Fruit & Vegetable 


‘for April 5. 


The South’s No.1 Magazine 


WHEN you select The Progres- 
sive Farmer to carry your adver- 
tising message to more than a 
million prosperous Southern farm 
families, here are a few of the 
many convincing reasons why you 
can be sure you are using the 
South’s No. 1 Magazine: 


> A Crossley personal-interview 
survey of the 14 Southern states 
showsthat The Progressive Farmer 
leads the next magazine by 47°; 
in number of regular-reader farm 
families and by 99°; in number of 
regular-reader farm families who 
name it their favorite magazine. 


®In a survey by another inde- 


pendent research agency, thou- 
sands of Southern retailers and 
wholesalers were asked to choose 
the farm magazine with greatest 
advertising influence in their trade 
territories. The Progressive Farmer 
was awarded almost as many first 
choices as the next five magazines 
combined . . . and more than twice 
as many as the second magazine. 


>» Leading advertisers recognize 
the outstanding leadership of The 
Progressive Farmer in the rural 
South. In 1947, almost twice as 
much money was invested in adver- 
tising in The Progressive Farmer 
as was invested in advertising in 
any otherSouthern farm magazine. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward 8S. Townsend Co., San Francisco, Los Angeles 
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the J. Walter Thompson Company, ! 
K&E Opens Three will be in charge a the ~ pian FEBRUARY SALES OF CHAIN STORES % Gai 
| : : ee < sage meme DE | ame aes aes, n 
@ EXPORT ® Offi to Handle City and San Francisco offices, re- i int 1948 1947 or Loss 1948 1947 or Los 
43 | Foo ains 
Ices spectively. "eee -$ 11,098,088 $ 8,978,005 +23.5 $ 22,362,830 $ 17,615,822 +26.9 
TRADE «SHIPPER Lincoln Mercury William H. Mathews, who has | Kroger Co, SAS oe 62,029,236 $5,432.67 +120 120,021 190 107 26,48 +11.8 
“ been a field man on the American | ¢4.0ne! [f° - 1,960,907 = 19,3%5.994 +30. 41,064, 734,269 +-45.0 
EE So nacik’s vschast 93,649,606 75,308,836 +244 182,220,316 146,486,906 -+24.4 
: ‘ _ Fat Salvage Committee account — — —— 
Circulates in the U S$ A New York— Kenyon & Eck- | “* bs Group Total .......... $186,745,279 $155,065,072 +20.4 $ 362,268,725 $ 300,193,478 +20.7 
. v AL hardt, in connection with the with Kenyon & Eckhardt for the} Mail Order 
‘ncoln- ler account, Past two years, will be in charge} }*Sears, Roebuck .......$139,944,09 $114,595,199 42210 9 ccc, seen = 
It is read Lincoln-Mercury dea rele ' : Sparel quiet 81664359 8.843.498 -+-2.0 14,994,016 15,393,249 —24 
by E tM has opened offices in Kansas City, |°f the Washington office. | t*Montgomery Ward eee ARS ORAS . Scenes ate 
. . ee | a 
y Expo anagers San Francisco and Washington, | Gredp Total ......... $ 8,664,359 $ 8,843,498 +2.0 $ 14,994,016 $ 15,393,249 —2.4 
of D. C. Names Stuart Potter "Drug Chains fiat a ; 
: : |aCrown .......... An 1,121,143 1,071,633 +4.6 $ 6,398,929 6,414,827 —02 
LEADING AMERICAN The agency has appointed the, Stuart Potter, Inc., Chicago, has peoples 1.1). “77272" 3'532'870 ~ 3'502,289 | -+.0.9 7'051,528 7'082,487  —0.4 
following to head the new offices: |been named to direct the adver-| Walgreen ....... 12,685,433 11,709,970 +83 25,388,310 23,601,972 -+7.4 
MANUFACTURERS Irving W. De Ridder and John J. tising of Spectator Sportswear) 60000 total |... $ 17,339,446 $ 16,283,892 +65 $ 38,838,767 $ 37,099,286 +47 
Wiley, who previously worked on Company, Chicago, manufacturer Variety and Miscellaneous 
the Lincoln-Mercury account at] tion) vadio, point of sale and| send Siow. Seon * tore 148 * eos * Shean t61 
|} tions, radio oln oO Saie an on ores ' ‘ ' ’ +8. ‘ : ‘ \ +0.! 
dealer spunardliee advertising will SS Serer rt 11,238,517 9,550,308 -+-17.7 22,669, 173 19,562,253 +-15.9 
b Colonial Stores, Inc..... 12,870,893 12,433,854 +3.5 24,935, 155 24,210,431 +3.0 
e used. Consolidated Retail Stores 2,295,026 2,193,101 +4.6 4,431,148 4,347,437 +19 
exsnitaineesaniionaios Fishman, M. - Rete 440,914 9 A37 254 +08 9 colel! 852,805 —0.| 
. “12 . amble-Skogmo ........ 9,705 26 246,971 =--+5. 18,553,3 18,857,735 --1.6 
Join Phillips-Reick Grant, wv. ‘ ego 12,759,607 NAA 179 +18 25,062,969 22,685,807 +105 
¥ . R. Kinney Co..... 566, l, ¢ +1, 104, , 168, —2.0 
Floyd Doan and Ralph Page, Kresge, S. S. ..... 17/930,669 16,394,150 +9.4 34,920,695 32,106,975 +88 
|both formerly with Barrons Ad- rove 5. s Mey = 1 ee.5e9 “34 19,903,342 21 337,135 —3 
ici} Ai Lane Bryant, Inc. 518,839 | 16 +12.2 7,378,074 7,094,068 +40 
vertising Company, have joined | je .2, 6.479.491 5,505,434 +17.7 ops ne . 
a . ogy — gg te McCrory occ 125.203 $618185 +90 11,911,647 11,137,107 +70 
ing, ansas lly, oO. e ake clellan Stores .. é ,382 : +-3. ; “yr ; 
g 7 vari Melville Shoe Corp. 3,738,565 3518.89! 6.2 7,250,469 ~ 7,029,022 +3. 
with them the Ball Clinic, Ex- 
p p : Mercantile Stores .. 7,234,100 7,032,000 -+-2.9 14,720,600 13,491,400 +9. 
‘celsior Springs, Mo., account. Murphy, G 8'049'817 6.769.296 -+18.9 16,043.50! 13'770,386 +165 
Neisner Bros. . 3.245.489 2.835.959 +-14.4 6,280,221 5.423.615 +158 
~ Penney, J. C. ‘ 44,818,477 41,443,251 +8.1 92,801 605 85,721,127 +83 
Rose's 5-10-25 ... 880.424 929,236 —5.2 1'722'885 1814.723 —5./ 
Shyam Girt ST a ee = Western Auto 6,975 000 6,783,000 +-2.8 14,526,000 14,376,000 +10 
“peg ey Woolworth, F. W. 40:223'586  37.054:935 +85 80,454,592 74,103,713 +85 
P ’ Group Total ..........$211,2/8,232 $196,183,912  -+7.7 $ 423,163,478 $ 396,435,051 -L6.7 
it’s all here... sips wee fread 
; Combined Total ...... $423,967,316 $376,376,374 +12.6 $ 839,264,986 $ 749,121,064 +120 
4 *Not included in totals. 
aFive month period. 
tOne month period. 


1. Technical Reference Section 


Contains a selection of tables, charts, 
forms, layouts, regulations and other data 
—over 16 pages of reference material the 
boker will use every day of the year. 


2. Manufacturers Catalog Section P 


Where bakers can find, all in one ploce, 

the specific information they need from r/) 
all manufacturers. Standardized, easy to 
compare. 


3. Classified Products Section 


Carries free listings of some 1740 Com- 
ponies manufacturing and distributing 
more than 530 items or rendering service 
to bakers. 


4. Trade Names Section 


Free service which helps bakers connect 
any given trade name with its owner and 
a brief description of product. 


5. Jobbers and Distributors 


Helps bakers find the jobber who can best 
serve them. Helps manufacturers to locate 
suitable jobber-representation. 


| RS 


For 14 years bakers have used this directory to get 
quick and easy “Where-to-buy-it" information. You 
cash in on this habit when you put your advertising 
in the BAKERS’ BUYING DIRECTORY AND CATA- 


HE Buyin , 
G 
" GUIDE OF Tye BAKING INpy 
STRY 


PLAN NOW TO INCLUDE THIS 
= ADVERTISING BUDGET FOR 1948. 


BOOK IN YOUR 


— 


Institute Starts Drive 
| The Electric Institute of Wash- 
1 | ington, D. C., has launched a di- 


| rect mail campaign to promote air 
conditioning for small businesses. 


| | The initial folder offers free plan- 
j/ning service of a qualified air 


| conditioning representative. Henry 
J. Kaufman & Associates, Wash- 
ington, is the agency. 


Editors to Meet 

The International Council of In- 
dustrial Editors will meet at the 
Schroeder Hotel, Milwaukee, May 


| 5-7. Speakers will include Arthur) 


“Red” Motley, publisher of Pa- 
rade; John Fisher, Canadian 
Broadcasting Company; Robert 


| Newcomb, Newcomb - Sammons; 


Robert Heinz, vice-president of 
the Milwaukee Ad Club; Sidney 
R. Bernstein, editor of ADVERTIs- 
ING AGE, and Larry Lawrence, edi- 
tor of Milwaukee Journal Green 


| Sheet. 


Offers Training Course 

The Wichita Eagle is sponsor- 
ing its second retail sales training 
course, “Basic Principles of Retail 
Selling.” The course runs for 10 
weeks. 


... The Oniginal and only Buying Directory used by the 


Baking Industry now Bigger and more Useful than ever before 


LOG. 


Now that restrictions are off, we are glad to give 
you full buying directory and catalog service in this 
one big volume. It will have 5 main divisions, includ- 
ing a Technical Reference Section of at least 16 
pages and a Manufacturers’ Catalog Section. 


Closing Date, May 10, 1948. For sample pages and full details write to: 


BAKERS’ HELPER CATALOG 
AND BUYING DIRECTORY 


Now in Preparation 


1948-1949 


EDITION 


Strange as it may seem, rates remain the same as 
last year. At the same time, distribution will be 
greater than ever before. This means an actual rate 
reduction on a per-user basis. 


Make it easy for bakers to find your product while 


NOW. 


they are in the buying mood. Make your selling 
message— or your entire catalog—a part of this 
Bakers’ Buying Directory and Catalog. Include the 
Directory in your 1948 Budget—Reserve space 


FOR DETAILED 
Bae REFERENCE DATA 


Industrial 
MARKET 
DATA BOOK 


ry 


3 oo -105-W. ADAMS ST., CHICAGO 3, ILL. 


mics LOS ANGELES 13 — 
240 STOCKTON ST., SAN FRA 


"BROADWAY, ' 
ITE BUILDING, SEATTLE 1 


“I represent the Long Beach PRESS-TELEGRAM 
and the wealthy market which it serves. Because I go 


into over 2 out of every 3 Long Beach homes, and 
because the people into whose homes I go have one of 
America’s highest average per-capita buying incomes, 
I’m called ‘The Miracle Man of the Magical market!’ ”’ 


And Long Beach retailers, with an ABC Retail Trading 

Area population of almost 750,000, rang up 2 
sensational $391,563,390 in Retail Sales* during 
1947. That, mind you, was $255,722,480 MORE 


than downtown Los Angeles! 


And as one of America’s truly great markets, Long 
Beach has one truly great newspaper . . . the Long Beach 


Press-Telegram. 


lower, too. 


It leads the second paper in the 
market by over 60,000 Net Paid Daily, and delivers your 
advertising sales message at a milline at least 50% 


So to profitably tell and sell the wealthy Long Beach 
market, put your sales message in the one newspaper that 
can do the job alone, the mighty .. . 


*Los Angeles Bureau of Municipal Research, 


LONG BEACH PRESS-TELEGRAM 


NOW OVER 87,000 Net Paid Daily Circulation. 


Represented Nationally by Cresmer & Woodward, Inc. 
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Solve all your problems here! 


nt Mearns Reture hae cmare heme # Longe puma to eaten 
~ a mornnt 


cornet and protein Bond A Month Pam’ 


18 SURE BAVING— Je fo 5 
U.8. SAVINGS BONDS : 


YOUR MAME WERE 


aso we stew S 


PUZZLE—One of eight new ad sugges- 
tions offered by the Advertising Coun- 
cil in support of the Treasury savings 
bond drive is this cross-word puzzle. 


NATA Analyzes 
First 10 Studies 
of Car Cards 


New YorK—The National Asso- 
ciation of Transportation Adver- 
tising has summarized findings in 
the first 10 studies in the Continu- 
ing Study of Transportation Ad- 
vertising in a sound-slide film, 
“Selling the City Market.” 

The surveys of these 10 markets, 
said Philip J. Everest, managing 
director of NATA, embraced a 


| Times reports has never before | Televises Reds Games 


advertised in an American news-| WLW. Cinelanstl. has been 


|Paper on such a large scale, and iven the television rights to the 
Turkey, making its initial bid for|BivCinnati Reds’ Ne eitall p cRberag 


s . American tourists with a full page| which will include 32 home games. 
in Travel Section layout, were also represented. |All games telecast will ay 

New YorK—The New York Other countries advertising|sored by the Burger Brewing 
Times published its first postwar | were Belgium, Holland, Italy, | Company, Cincinnati, through 
néwspaper supplement on March |Canada, Egypt, Denmark, Ber-| Midland Advertising Agency, Cin- 
14, devoted exclusively to foreign | muda, Cuba, Peru, Mexico, British | pi rey A a will a 
travel and containing 357 adver-|West Indies and the Dominican P)@Y° “4PFM tY. | 


tisers from 35 travel areas in 18 | Republic. | ‘ a 
- L&M Appoints Woodruff [ead maul 


countries. 
Great Britain, despite its auster- Frank L. Woodruff has been > OE a a 


| 
| 
ity program, was represented by Lees Appoints Evans | named radio director of Lennen &| 
INSTRUCTOR 


‘N. Y. Times’ Has 
357 Advertisers 


and their teachers— 


the largest number of ads, cover- Homer H. Evans Jr., formerly | Mitchell. He will assist Mann 
ing 10 pages in the tabloid sup-| With the Scott Paper Company, Holiner, vice-president in charge 
plement. France was next with Chester, Pa., has been appointed |of radio, in the Beverly Hills 
: advertising and promotion man- office. “Mr. Woodruff formerly was 

aaah “ . : ager for the Columbia and Min- a producer for J. Walter Thomp- | 
Biggest single ad in the section| eryya hand-knitting yarn division|son Company and a director for| 


was a spread of the Government) of James Lees & Sons Company, RKO, Columbia and Universal | 
of Haiti. Switzerland, which the! Bridgeport, Pa. Pictures. 
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KFYR 
| COMES IN 
LOUD AND CLEAR 


| OUT HERE! 


| 


combined population of 11,500,-) 
000, and cost $175,000. The con- 
tinuing study is directed by the 
Advertising Research Foundation. 

The findings included: 

1. Eight of 10 adults in these 
cities are exposed to car card ad- 
vertising. 

2. The car card reading public 
includes all age groups, with| 
people from 15 to 29 years old | 
the most frequent riders. 

3. All four rental-value groups | 
are represented about equally. 

4. Seventy-six per cent of all) -s 
women are housewives who do) 
most of the family buying, -and 
82% of these are transit riders. 

5. Forty per cent of adults 
make five or more round trips a_ 
week. | 

6. Average duration of ride is 
26 minutes. 
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Leader is Remembered 


7. Some 44% of all daily riders, 
34% of all frequent riders, and 
19% of occasional riders remem- 
bered the leading card in each) 
study. (All cards were displayed 
for 30 days, but in only half of the 
vehicles in each city.) | 
8. Average cost, over a 30-day 
period, of impressing the message 
of the leading card in each city, 
was about $3.14 a _ thousand 
people. 

Markets thus far surveyed are 
Newark, New Haven, Detroit, 
Cleveland, Milwaukee, St. Louis, | 
Chicago, San Francisco-Oakland, | 
New Orleans and Buffalo. Study | 
No. 11, on Boston, was released | 
recently, and No. 12, Providence, | 
will be made in April. 

To prevent inflated results and 
reduce the number of riders who 
claim to have seen cards before 
they are installed, a special for-| 
mule has been worked out under 
Alfred Politz. 


cemuia IN A LARGER AREA* THAN ANY OTHER 


general sales manager of Gilbert 
& Barker Mfg. Company, Spring- 
field, Mass., has been appointed 
Vice-president and general man- 
ager of Aro Equipment Corpora- 
tion, Bryan, O., manufacturer af — e  -s 


a ore — lubri- STATION IN sHe Uj 4 A Se lm . 
cating equipment. 
Lewis Joins WCCO | owe e ASK ANY JOHN BLAIR 


Philip Lewis, formerly a sales- MAN TO PROVE IT! 


man for the California Packing 
Sales Corporation, Minneapolis, 
Nas joined the sales staff of Sta- 
tion WCCO, Minneapolis. 
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ORE than 28,000 eager Chicagoans stormed the Chicago 
Stadium turnstiles Feb. 12 and 13 to witness one of the town’s 
top spectacles -- The Chicago SUN — TIMES 10th Annual 

All-Star Ice Show. 

They paid close to $50,000 to see stars of the nation’s leading ice ex- 

travaganzas and ace amateur blade talent in a thrilling three-hour show 

benefiting the SUN-TIMES Fund for Hospitalized Veterans. 


As in the past, net proceeds of the show will provide Chicago-area 


28,000 spectators— 
at a $3.70 top! 


Veterans Administration hospitals with useful rehabilitation and re- 
creational facilities not supplied through government funds. 


The rush to the Ice Show clearly reflects Chicago's active response to 
The SUN-TIMES. This influence is available to advertisers at one of 


the nation's lowest milline rates. 
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tong UN fa & g ) ME “ny more than 630,000 daily 


THE PICTURE NEWSPAPER more than 825,000 Sunda 
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PHOTOGRAPHIC REVIEW iy For hedirnrnw chery 


HOW IT'S DONE—An advance proof of one of the Hunt Foods color pages 

scheduled for Life is the attraction here for Don Barr (left), Los Angeles man- 

ager of Young & Rubicam, agency for the account; Mrs. Jessie Locke Moffett, 

head of her own Hollywood market research organization and president of the 

Southern California chapter, American Marketing Association, and Edward Mit- 

telman, secretary, Hunt Foods, Inc. The occasion was “Hunt Foods Night" at 
an AMA meeting. 


CARDEN 3 CARDEN 
CHAPEL ee CHAPEL 
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GLOWS IN THE DARK—Fluorescent paint and black light, the glowing features 


ae aa aT 
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P_AN WESTERN PACKAGING EXPOSITION—A San Francisco meeting of the advisory board of 
he Western Packaging Exposition and members of the Council for the Western Conference on Pack- 
Ruing started plans for the first Western Packaging Exposition and Conference, scheduled for Aug. 
10-13 in the San Francisco Civic Auditorium. Standing (left to right) are P. S. Labagh, California 
Packing Corp.; S. F. Thune, National Starch Products, Inc.; Dr. Wm. Rabak, Department of Agricul- 
tue; Peter D. Bowley, Peter D. Bowley & Associates; Kenneth O. Dean, Good Packaging; Spencer 


OF THE 


coincide with the appearance of the 
magazine ads they represent. 
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DOUBLE EDGE—These new point-of- 

sale easel displays for window and in- ace Calg Wir . hi 

terior use are being released by P. he ses The Kara onli eit L  Geautifel Windows at Low Cost 
Ballantine & Sons, Newark, N. J., to ek’ Bie . A eae arte teres ws miganlent 


¥ 


STARTS FIVE-MONTH DRIVE—Clopay Corp., Cincinnati, has launched a cam- 
paign for its paper curtains, using about 42 ads, many in color, in 21 national 
magazines. Ralph H. Jones Co., Cincinnati, is the agency. 


of this sign in Garden City, L. |., were the result of a search for a means of, NEW—College Inn Food Products Co., JUDGE TUCSON EXHIBIT—The second annual graphic arts exhibit, sponsored 
meeting a rigorous building code. The background of the sign was painted with Chicago, has added whole chicken to by the Tucson Advertising Club, is judged by (left to right) George Chambers, 
fluorescent paint on which the words were lettered with regular, non-fluorescent its line of canned foods. The opposite business manager, Tucson Newspapers, Inc.; Dale Nichols, and Robert Fish, re- 
paint. Ultraviolet light is thrown from the ground, providing a glow said to be side of the label carries recipes for its tired vice-president of the Lightolier Co., now living in Tucson. Awards were 
uniformly bright, despite conflicting building and street lights. preparation. given in 10 classifications, with 14 Tucson artists showing their work. 


Tilden, Arabol Mfg. Co.; Edw. Grube, Stecher-Traung Litho. Corp.; Leo Blank, Stecher-Traung; Wil- 
liam DeBack, Food Machinery Corp.; Dr. E. M. Mrak, University of California; L. B. Williams, Cali- 
fornia Dried Fruit Research Institute; Dr. Paul C. Wilbur, Food Machinery Corp. Seated (left to 
right): R. J. Christ, Dobeckmun Co.; K. K. Dean, Good Packaging; S. Poliak, Clapp & Poliak; E. J. 
Heimer, Barrett-Cravens Co.; W. H. Jaenicke, Mailler Searles, Inc.; P. O. Shuttleworth, Zellerbach Paper 
Co.; W. K. A. Ferguson, Reynolds Metals Co.; E. W. Carlsen, Washington State Apple Commission. 
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Opportunity for a 
ONE-MAN-AGENCY 


Have you, Mr. One-Man-Agency Operator, 
found “going it alone" rather tough? Are you 
interested in getting “under a larger tent,” 
offering a future you approve? If so, you may 
wish to write us. 


Ours is a medium sized (not too big), well recog- 
nized, favorably known, soundly financed, 24 year 
old Chicago advertising agency, with diversified 
accounts and competent staff. If you are the 
right applicant, preferably under 45, it provides: 
(1) facilities to improve the service to your clients 
and to free you from burdensome detail, (2) a 
plan for you to reap a generous share of the 
rofit on your business—present and future—, 
3) a situation in which you will not be treated 
as an outsider but as a member of a closely knit 
team, (4) an opportunity to help mold the general 
policies of this agency, (5) a chance to work 
quickly into a position of ownership and top man- 
agement. 


Our staff knows of this ad. All correspondence 
held in strict confidence. 


Box 6992, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


SALES MANAGER 
OPPORTUNITY! 


THE RIGHT MAN is probably between 35 and 40, has some 
knowledge of electronics and audio engineering, with at 

« least ten years experience in salesmanagement. We demand 
a man with proved executive sales ability—experienced in 
getting distribution and dealer cooperation with national 
advertising. Salary open. Unlimited opportunity with pro- 
gressive Chicago manufacturer. Write in detail. 


Box 7004, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


Top Creative Agency 
Wants an ART DIRECTOR 


This job is in Chicago. The agency 
is one of the 10 largest in the 
world and the quality of its cre- 
ative work made it what it is. 


Nobody holds on to your elbows 
| here. You can sit down at your 
drawing board and let yourself 
go. And you have top national 
accounts to let yourself go on. 

To qualify for this job, you must 
| have considerable experience in 


NO 
CASH 
INVESTMENT 


| have an interesting 
proposal for one man. 


lf he has had agency 
experience . . . fine; but 
he must not now be 
employed or connected 
with an agency. 


He should be resident 
in the New York area. 


preparing advertisements for na- 
tional publications. You must be 
able to do clean, crisp layouts 
for client presentation. You won't 
have to do comps, but it is essen- 
tial that you be able to handle 
situation illustrations in a simple, 
clear technique. 


The salary is good, but not colos- 
sal. The opportunity is as big as 
you can make it. Our people 
have seen this ad, so write in 
complete confidence. Cover your 
experience, your salary require- 
ments, and everything else you 
think we ought to know. 


Box 7006, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


It will save time if 

evidence of past performance 
etc, accompanies first | 
communication. 


Box 6997, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


RATES: 60c¢ per line, minimum charge $3. Cash with 


per column inch, Regular card discounts on multiple 


HELP WANTED 


25 letters and spaces per line; light body face 34 per line. Hox numbers add two lines.. Copy deadline 
Thursday noon, 11 days preceding publication date, Display classified advertisements take card rate of $16 


order. Figure bold’ face heads (maximum two lines) 


insertions and space over 5 inches apply on display 


POSITIONS WANTED 


POSITIONS OPEN 
With agencies, advertisers, publish- 
(ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personne! 
20 yrs. previous adv. exp. 
185 N. Wabash, FRA. 0115, Chicago 


Advertising sales representative 

| with car, free to travel, who wants 
|}opportunity to establish a perma- 
nent connection with future. Salary 
and commission. W. E. Nunn and 
| Associates, 30 W. Washington, Chi- 
|eago, Ill. 


Advertising Assistant—young man 

2s % yrs. small agency exper. 

Copy and prod, rough layouts. 
Box 9491, ADVERTISING AGE 
100 E. Ohio St., Chicago’ 11, Tl. 


EXPERIENCED COPYWRITER & 
ASS’T ADVERTISING MANAGER 


6 years with leading national ad- 
vertisers; university graduate; age 
32; versatile, adaptable. Now in Chi- 
cago; will go elsewhere. 


Box 9493, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| ADVERTISING & PUBLISHING 

| ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 

| GEORGE WILLIAMS CO.—Personnel 
|209 S. State St., Har. 2063, Chicago 
WANTED IMMEDIATELY! 
ADVERTISING PERSONNEL! 


Mr. P. J. Stephenson who has had 
| better than fifteen years’ experience 
jas an Employment Counsellor, is 
now a member of our organization. 
He has had many exceptional oppor- 
| tunities for men and women experi- 
enced in copy, layout, art work and 
| production. See or write us Now! 


| CADILLAC 
EMPLOYMENT AGENCY, INC. 
le 220 S. State St., Chicago, Ill. 
| Long Established ABC business pa- 
|per has opening for young man to 
work in editorial & advertising de- 
partments. Agricultural background 
|desirable but not absolutely essen- 
'tial. Midwest location. Salary open. 
| Give qualifications in first letter. 
Box 9489, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II). 
| Serving Both Employer & Employee 
Advtg-Sales Prom. Megr....... $8,000 
| Assistant Account Exec....... $4,200 
Industrial Copywriters 
Jr. Copy-Engineering Deg.. 
Layout Artists...... $5,200 
SHAY AGENCIES 
20 W. Washington Central 9800 
POSITIONS WANTED 
Copywriter, 27 yr. old vet. 1% yrs. 
exp. in copy & rough layout. Coll. 
grad. Nwstrn. Univ. Schl. Comm. B.S. 
/deg. in Bus. Admin. Maj. subj. advt. 
| Industrial concern pref. 
Address P. O. Box 33 
Wilmette, Illinois 
Advertising Executive—now direct- 
|ing sales promotion for one of coun- 
|try’s top manufacturers. Substan- 
| tial experience managing large con- 
|} sumer, dealer, industrial campaigns 


'and allied promotion. Agency-, ad- 
vertiser - skilled. Results - histories 
(of products you'll know instantly) 


pack free resume. California or 
| Texas only. $7000 minimum. 

Box 9492, ADVERTISING AGE 

| 330 W. 42nd St., New York 18, N. Y. 
| Your adv. copy for publ’ns at no 
charge. Free-lance team, man-wife, 
30 years comb’d exp. 4A agencies | 
& retailers. Write for details. 


Box 3A, 58 E. 56th St. 
} New York 22, New York 


ART DIRECTOR 
Desire to spread wings, top drawer 
know how, diversified ability—prod. 
layout, contact, age 35, family, cur- 
rent 4A agency assoc. Details. 

Box 9494, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Bookkeeper, typist, billier, some 
acctg.; expd. office worker. Senior 
acctg. & advstg. student. Available 

20-25 hours week. 

Norman Rachlin, Juniper 8749 
TOP-FLIGHT SECRETARY 
Advertising agency background and 

space buying experience. 

Box 9495, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Versatile & Thoroughly Seasoned 

Emphasis On Production 

Also contact, copy, layout. 7 years 
well-rounded experience in adver- 
tising. 34, married. Thorough knowl- 
edge photography, machine tools. 

Box 9496, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


A COMPLETE MAGAZINE 
REDESIG N—$750 


A well-rounded, thoroughly equipped 


Advertising Age, March 22, 194 


Plans Camera Campaign 


Spencer Company, Chicago, has 


|plans for a spring and early sum- 


mer campaign for Spartus cam- 
eras, starting with a half-page ad 
in the April 24 issue of The Sat- 
urday Evening Post, and followed 
by half-page and full column in- 
sertions in American Magazine, 
Collier’s, Cosmopolitan, Life, Lool: 
and others. Two-color pages are 
now appearing in Popular Pho- 
tography. In addition, business 
papers and point-of-sale materia} 
will be used. Sidney K. Lenby 
Advertising, Chicago, handles the 
account. 


Three Join Kling 


Wayne Bennett, formerly as- 
sistant sales manager of Chicago 
Cardboard Company, has been 
named sales manager of the dis- 
play division of Kling Studios, 
Chicago. Robert L. Berger, for- 
merly with Evanston Broadcast- 
ing Company, has joined Kling as 
account executive, and Merrill A. 
Grogel, formerly manager of 
packaging and private brands for 
Butler Brothers, has been ap- 
pointed packaging consultant. 


Gets Coffee Account 


Koenig Coffee Company, Cin- 
cinnati, has appointed Keelor & 
Stites Company, Cincinnati, to di- 
rect its advertising. Newspapers, 
radio, direct mail and dealer helps 
will be used in several midwestern 
states to promote Everfresh coffee. 


organization will plan and execute a 
practical redesign suited to your 
field, from conception through 
chanical reproduction. If desired, 
continuing service is available on an 
economical fee basis. New York 
headquarters. We are ready to pre- 


sent samples of our work at your 


convenience. 
Box 9486, ADVERTISING AGE : 


330 W. 42nd St., New York 18, N. Y. | 


Would you be interested in this plan. 
that helps “open the door” on your) 


interviews? Proved 


1.00. 


important job 
by 1430 key men. Send $ 
Box 9487, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 
. BARGAIN: 400 REAMS!!! 
434%4x63-173¢ White Bulking 
shell picked on skids, F.O.B. 


cago Warehouse. Priced at lic Ib. 
for part or attractive price on entire 
lot. 

Box 9490, ADVERTISING AGE 
100 E. Ohio St., @hicago 11, Ill. 
Financially responsible Publicity 
Public Relations Man, well estab-. 


lished wants to work out 


advantageous office space deal with 
Al advertising agency. Chicago or 
New York only. 


Box 9497, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


College Prof 
Gets Singing 
Role on ABC 


New YorK—Charley Haywood, 
radio’s most unusual vocalist, can 
sing in almost any language. 

Mr. Haywood, assistant music 
professor at Queens College, will 
have an opportunity to exercise 
his multi-lingual talents on ABC’s 
new full-hour broadcast, “Stop 
the Music.” 

At one time or another he will 
voice the lyrics to a popular hit 
tune in Russian, German, French, 
| Italian, Spanish, Portuguese, Pol- 
‘ish, Greek, Hebrew, Turkish, 
| Ukranian and Scandinavian on the 
/program which premiered last 
/night (March 21) at 8 p.m., EST. 
| A Lou Cowan production, “Stop 
'the Music” was snapped up by 
American with the hopes of cap- 
|italizing on the current contest 
/craze and breaking into NBC’s 


Toni, Inc.; Schutter Candy divi- 
sion of Universal Match Com- 
pany; American Home Products 


Peet Company. 

For 10 days preceding the debut 
of “Stop the Music,” it 
plugged in musical announcements 
on many ABC stations. 


Starts Vacation Drive 


The B. C. Government Travel 
Bureau, through O’Brien Adver- 
tising Ltd., Vancouver, B. C., has 
launched a campaign in news- 
papers and magazines across the 
United States and outdoor adver- 
tising in the Pacific Northwest, 
promoting British Columbia’s va- 
cation spots. Sixteen U. S. maga- 
zines, including Fortune, National 
Geographic, The New Yorker, 
Time and Vogue, and 46 daily 
newspapers are carrying the cam- 
paign. Outdoor bulletins in Wash- 
ington and Oregon also are being 
used. 


Appoints Robert Marks 


| solid Sunday night leadership. 


aie selling price to advertisers, | 


WANTED: PRODUCTION MANAGER 


For metal sign plant doing nation-wide busi- 


LITHOGRAPH SALESMAN | 
Must be experienced and acquainted with 


buyers etroit area ness Must be experienced in silkscreen work 
Line ce. eB yO 4 F- 4 and lithographing on metal. Want responsible, 
disp! counter and car cards, direct middle-aged man who is seeking a permanent 
an folders. ete position where he can grow financially with 

ie com * |} the business. Give full details, age, experi- 
- A. ee. Py ence, salary expected. Send photo—snapshot 


will do 


| Box 6995, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 


full particulars and references. 


Box 6986, ADVERTISING AGE 
100 E. Chio Street, Chicago i!, Illinois 


including time, talent and prizes, | 


15-minute segment. 
Jackpot of Prizes 


Listeners who are able to iden- 
tify correctly a mystery tune 
'when telephoned by Emcee Bert 


| 


|Parks receive a jackpot of prizes, 


ARTIST MUST MOVE TO SOUTHWEST 


Chicago advertising agency wants to 


buy medium size advertising agency. Phoenix or Los Angeles area preferred. Ver- 
. : . satile in finished art as well as creative and 
Will consider taking over space and comprehensive layout. Experience: Chicago 
key personnel. Replies strictly con- ||] Newspaper, Advertising Agencies, Printing 
ial || Houses, Studios. Past 14 years Freelance, 
fidential. | serving some of largest National Advertisers. 
Box 6996, ADVERTISING AGE || Address Box 7002, ADVERTISING AGE 
100 E. Ohio St., Chicago I1, Illinois 100 East Ohio Street, Chicago 11, IMinois 


‘including a $1,000 savings bond. 
|/One person will be called during | 
each 15-minute section of the pro- 
gram. 

Among the potential buyers, all 
‘of which have seen the network 


tising manager of Mail, Minne- 
apolis, has joined 


Minneapolis, as an account ex- 


| ecutive. 


Campbell Named A.M. 


J. D. Campbell, formerly ad- 


vertising manager of the Record, | 
Bartlesville, Okla., has joined the | 


Daily Leader, Guthrie, Okla., in 
the same capacity. 


Gribbin Joins Zibman 
Harold J. Gribbin, formerly 
production manager of Julian Pol- 


| presentation prepared by Vice- 


President Charles E. Barry, are | 


lock Company, has joined David 
Zibman Advertising, Philadelphia, 
in the same capacity. 


me- | 


mutually | 


Company and Colgate-Palmolive- | 


was | 


Robert Marks, formerly adver-| 


neé Firestone- | 
is slightly under $500,000 for a|Goodman Advertising Agency, 


Available April 1 


Advertising 
Agency 

| Production 

Manager 


15 years agency experience 
on topflight accounts. Cap- 
able handling all phases of 
production for rapid-pace, 
large advertising 
agency. Seeks connection 
offering real opportunity. 
Can give impressive refer- 
ences. 
Box 7005 
ADVERTISING AGE 
100 E. Ohio St. 
Chicago 11, Ill. 


volume 


TO A GOOD 


Copywriter: 


Want to move up to a_ top-flight 
national agency, on one of the coun- 
try's biggest industrial accounts? We 
have an Teteresting assignment and a 
good salary for a young man who has 
already written enough first-class ad- 
vertising to prove his ability. Open- 
ing is in our Milwaukee office. Work- 
ing conditions are congenial and un- 
restricting. Write, outlining a little 
background and personal data. Your 
inquiry will be considered confidential. 


COMPTON ADVERTISING, INC. 


Milwaukee Office 
744 N. Fourth St., Milwaukee, Wis. 


| 
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OPPORTUNITY KNOCKS 


The man we are looking for is now 
|] working on a large or small business pa 
per, or perhaps in a small advertising 
agency. His job includes writing anc 
selling and he is doing it well but feels 
that he is "hemmed in."' 


This man is ambitious and has probably 
written various articles for trade or bus'- 
|] ness magazines in addition to his regular 
work, 


Here is an opportunity for him to join 
|] a leading business paper publishing con- 
|] cern in the South where his opportunities 

are limited only by his ability. This pos'- 
| tion is that of field editor covering 4 
specific territory in both sales and ed’- 
torials. Drawing account plus commission. 
Write Box 7003, ADVERTISING AGE, 330 
W. 42nd St., New York 18, N. Y. 
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nfl tion here has decided to promote 
of its Winsome line of 10 beauty aids 
ice, through grocery stores exclu- 
ing sively, at the uniform price of 49 
‘ion cents per item. 
ity. Objective of confining sales to) 
fer- grocery outlets, according to Na-| 
than C. Levine, president of Al- 
lied; is to build a nationwide 
family acceptance trade. “It is a 
well-established fact,” he de- 
clared, “that cosmetic manufactur- 
ers always have worked on an 
extremely long margin, pouring 
much of it back into fancy pack- 
————lages and containers designed for 
—————— |glamor appeal. 


AT YOUR 
FAVORITE 
GROCER! 


TEST TEASER—Allied Home Products 

Corp., Beloit, Wis., uses teasers like 

this in its current introduction of Win- 

some cosmetics market-by-market. 

Swaney, Drake & Bement, Chicago, is 
the agency. 


Grocers to Carry 
Allied’s Line of 


Winsome Cosmetics 


Allied Plans to Sell 10 
Products Nationally 
for 49 Cents Apiece 


BeELoit, Wis.— Following suc- 
cessful market tests in five cities, | 
Allied Home Products Corpora- 


“This has limited their products 
0 a class market. The Winsome 


ita. Your 
fidential. 


iG, INC. 


kee, Wis. 


|jOCKS 


for is now 
a 
advertising 
writing anc 
sll but feels 


business p 


as probably FF" other eastern and midwestern 
nde or bus~ Bities, National distribution backed 
» his regular by . . . ‘ 

y a national ad drive using radio, 
him to join PEWspapers and magazines, is 
dishing com Bcheduled for mid-summer. 
opportunities ‘ - | 
y. This posi: | Kick-off magazine ad was a 
covering ? Huarter-page black-and-white in- 

les and ed “a - 
commission. F°°tion in the March 15 Vogue. 
"¢ ' 330 April issues of Real Romance and 


ine,” he continued, “has been 
priced to include it in the class of 
everyday family necessities, rather 
than as a luxury, and its exclu- 
sive sale in grocery stores is ex- 
pected to foster that idea.” 


To Use Direct Sales 


For some 16 years, Allied has 
devoted its manufacturing activi- 
ties to production of C-Z waxes, 
Marvene detergent, cleaners and 
olishes, and cleaning fluids and 
isinfectants, all marketed through 
jobbers. The new Winsome cos- 
etic products, however, wiil be 
old in part through the company’s 
wn sales organization. 

Test cities already used include 
‘loit, Wis.; Amarillo, Tex.; Rock- 
ord, Ill.; Sault Ste. Marie and 
ron Mountain, Mich. Next on 
he list are Charlotte, N. C. and 
‘eenville, S. C., and later this 
pring test campaigns will be run 


Real Story will see quarter-page, 


ull-ecolumn ads showing all 10 


4 


items, and similar copy is sched- 
uled for the May issue of Movie- 
land and Screen Guide. 

Pattern for the market-by-mar- 
ket introduction of the products 
is to be the use of small-space 
teaser ads in newspapers for two 
weeks preceding the introduction 
of the cosmetics. Large-space dis- 
play ads in the local media will 
be scheduled to coincide with the 
first sale of the products. 


High Profit Margin 


In spite of the reduced distribu- 
tion costs, and the low-cost pack- 
aging, Mr. Levine declared that 
the dealer is assured relatively 
high profit margin per dollar of 
sales. Stores will be equipped 
with display racks, and grocers 
who have a traffic volume of more 
than 300 daily will be offered the 
services of demonstrators to help 
introduce the products. 

Special premium offers and 
give-away deals also have been 
planned to aid in building the 
market for the cosmetics, now 
largely confined to items which 


appeal to women. Products in- 
clude hair dressing, shampoo, 
pomade, hand cream, skin cream, 
milk skin lotion, bubble bath and 
pine. bath oil. Similar products 
with a masculine appeal are to be 
added later. 

Alfred E. Kovnat, formerly di- 
rector of sales promotion and pub- 
licity for Helene Curtis Industries, 
Chicago, has been appointed gen- 
eral manager of the Winsome di- 
vision of Allied Home Products. 

Swaney, Drake & Bement, Chi- 
cago, is the agency. 


Names Paul Keller 


Paul Keller, formerly with 
George McMurphey Advertising 
Agency, Portland, Ore., has been 
placed in charge of advertising 
and art work of Mutual Benefit 
Health & Accident Company. 


Fine Appointed A. M. 


Neal A. Fine, formerly on the 
|advertising staff of Artistic Foun- 
|dations, has been appointed ad- 
|vertising manager of Paintset 


|Fashions, Inc., New York. 


Belknap Promoted 


William J. Belknap Jr., formerly 
manager of lighting sales of) nections. 
Corning Glass Works, Corning, 


the remainder will feature the 
company’s air compressors, 
/haust systems and hose and con- 


N. Y., has been named advertis- 
ing and sales promotion manager | 
of the company’s technical prod- | 
ucts division. George L. Baker 
has been appointed to succeed Mr. 
Belknap as manager of lighting 
sales. 


Vladimir Expands 


Irwin Vladimir & Co. New 
York, has appointed associate 
agencies to represent them in Bel- 
gian Congo, Burma, Singapore and 
Cyprus. An arrangement also has | 
been made for representation in 
Iceland. The Vladimir associate 
advertising agencies, now num- 
bering 68, operate in 42 different 
markets throughout the world. 


DeVilbiss Starts Drive | 


DeVilbiss Company, Toledo, has | 
launched a campaign in The) 
Saturday Evening Post in addition 
to a campaign in 17 trade publica- 
tions. Most of the Post ads will 
be on spray painting equipment, | 
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,. Out at home they read Gye Dallas News 


Che Dallas Morning News — , 


For hundreds of thousands of 


Texans who live outside the city, Dallas is ‘home 


town." This is the richest market-area of the 


Southwest. To cover it, an advertiser must have 


adequate coverage not only of the city but of 


all the market. — and that means The Dallas 


News. 


Cresmer & Woodward, Inc. Representatives 
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Fargo’s 1947 Retail Sales Show 27% 
Gain 


AND 
$60,152,000. 
Retail sales in Fargo represent 12.80 


percent of all the business done in 
North Dakota. 


More than 47,000 families buy and read 
The Fargo Forum, Daily and Sunday. 


THE FARGO FORUM 


Published Morning, Evening and Sunday 


FARGO, NORTH DAKOTA 
Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith Co. 


SS 


Advertising in the Test Stage 


Toni Tests New 
Shampoo Offers 
in Six Cities 

Cuicaco — Toni Company has 
launched an 11-week campaign in 
six cities testing copy appeals for 
its Toni Creme shampoo. The 
product recently achieved national 
distribution. 

Three different themes are be- 
ing used to seek the best method 
of introducing the product through 
local newspaper copy. In two | 
paired cities the regular “Toni 
gives you soft-water shampooing 
even in hard water” is used 
straight; in another two cities Toni 
offers to buy the 49-cent tube if 
the user writes a letter to the com- 
pany, and in two cities a trial tube 
is offered free with purchase of 
the regular tube. 


Foote, Cone & Belding, Chicago, 
shandles the account. 


ALBERS’ CARNATION 
CEREAL IN TEST 

Los ANGELES—Albers Milling 
Company, a subsidiary of Carna- 
tion Company, has begun testing 
a new Carnation Instant Wheat 
hot cereal in the Pacific North- 


| west. Newspapers, spot radio, di- 


‘rect mail and point-of-sale ma- 
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than 31/2 times. 


gain! 


$58.7 
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1940 


BANK DEBITS UP 263% SINCE 1940; 
EXCEEDING U. S. GAIN BY 117% 


The rise in bank debits forms another exciting 
chapter in Miami's story of steady expansion and year- 
round business activity. While the nation’s bank debits 
rose 146% from 1940 to 1947, Miami's increased more 


Bank debits, construction, population ...when it 
comes to choosing markets you'll find Miami measures 
high on any yardstick. And, best of all, you get solid 
coverage of this alert market with just one paper -- 
The Miami Herald -- first in Florida in circulation and 
influence, and year in year out among the top dozen 
newspapers of the nation in total advertising linage. 


*MONTHLY AVERAGES. SOURCE: FEDERAL RESERVE BOARD 
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TUS BUY 
YOUR NEXT SHAMPOO 


her mots 5 very own con decor the ratrocdes 


_ PBetbwnie Sampuing toe Stauber Shampening” 
eres io hardest wetec-vtth an Jani creme shampoo 


| OF 3—This free sample offer is one 

of three appeals Toni Co. is testing in 

newspapers in six cities. Foote, Cone & 
Belding is the agency. 


terial will be used for the test. 
Albers, formerly in Seattle, re- 
cently moved its headquarters | 
here, and Erwin, Wasey & Co., its 
agency, has moved its Seattle staff 
here as a consequence. Carnation | 
Company plans to move its head-| 
quarters here from Milwaukee. | 
The new cereal was developed | 
to satisfy consumers’ demands for | 
faster cooking. Cartoon ads in the) 
test will feature the faster-cook- | 
ing angle, flavor and economical 


nutrition. 


Roman’s Renamed 
Speedy-Crust Mix 
Tested in West 


to the Roman Meal Company’s 
pie crust put up in a new package 
jand with a new name, is now 
‘under way in the Spokane area. 

| The product is Speedy-Crust, 
| formerly called Spee-D-Mix and 
|first brought on the market in 
|1932. Distribution is throughout 
the Far West. 

The Spokane promotion uses 
newspaper space, radio jingles 
and post card coupons mailed to 
every family in the test area. 
Coupons are good for 10 cents on 
the purchase of Speedy-Crust. 
|They are worth 11 cents to re- 
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tailers. 


Newspaper copy spotlights the 
post card coupons and ties this in 
with product promotion, with the 
appeal, “Take it easy—bake it 
easy.” The package carries a full- 
color picture of ready-to-serve pie 
on the two faces, and recipes on 
all other surfaces. Package de- 
sign was by the _ advertising 
agency, Milne-Heffernan, Inc., Se- 
attle. 


WFIL-TV and WCAU-TV 
Issue Rate Cards 


Stations WFIL-TV and WCAU- 
TV, Philadelphia, have issued rate 
cards, WCAU-TV, Bulletin sta- 
tion, its first, and WFIL-TV, In- 
quirer station, its second revised 
rate card. 

WFIL’s rates are based on a 
charge of $300 an hour for live 
telecasts and $150 an hour for film 
programs. WCAU rates will be 
$200 for live and $100 for film 
between 6 and 11 p.m., and $150 
for live and $75 for film before 
6 p.m. and after 11 p.m. 


Dairy Group Elects 

J. Harold Duplan, executive 
vice-president of Silverwood 
Dairies Ltd., London, Ont., has 
been elected president of the Na- 
tional Dairy Council of Canada, 
Quebec City. 


| Tacoma, Wasx.—A test cam-| 
|paign, checking market reaction 


| Quantity 


' is not our forte. 
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| Quality is. 


FINE OFFSET PRINTING 
The Veritone Co., 57 W. Grand Ave., Chicago 
Telephore Whitehall 5957 
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"QUALITY NEON 


Sete S. Knight, Publisher * Story, Brooks & Finley, Nat'l. chbatehtien 


3500 
REPRESENTAT! 


“big time’’ merchandising at 


point of sale and how you can build maximum sales 
with Brand Identification Signs. 
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Gas Station Heir 
of Auto Dealer, 


Hearst Asserts 
Chevrolet Holds Top 


Spot in Preference 


in 10-City Study 


New YorKx—Hearst Advertising 
Service last week released 
“Motorists Talk in Ten Hearst 
Cities,” the second study of auto 
owners’ buying habits made by 
the organization. The second study 
confirms the original on a pivotal 
point, the trend of auto owners 


away from dealers for gasoline, 
service and accessories. 
The original study was made | 
for Hearst by Alfred Politz Re-. 
search last year, and the news- | 
papers did the job in collabora-_| 
tion with the American Petroleum | 
Institute. The current study was | 
made by Politz, with questions | 
set by the automobile, tire, oil | 
and accessory companies which | 
saw last year’s study. | 
The study finds that (1) motor-| 
ists buy gasoline by brand (44.2% | 
use one brand exclusively); (2) 
changes in brand are principally 
influenced by convenience of sta- 
tion; (3) about 23% of the motor- 
ists know how much tax they pay 
on gasoline; (4) 40.9% think the 
price is fair, 57.8% think it too 
high; (5) oil commands a higher | 
brand fidelity than gasoline, and 
the trend to buying in sealed con- 
tainers is evident, and (6) 64.5% 
of the motorists usually buy gas | 
at the same station. | 


Brand Leads 


Convenient location is still a| 
dominant reason for choosing par- | 
ticular stations, but the brand of 
gasoline is the primary reason for | 
choice of stations when touring. | 
Only about 15.4% of the motorists | 
had credit cards, with 8.1% hav-| 
ing personal charge accounts (de-| 
spite oil companies’ almost prodi- | 
gal extension of credit cards), but | 
in San Francisco, 38.2% of the| 
motorists had credit cards. 

In general, 62.4% of —— 
were satisfied with the appear- | 
ance of gasoline station rest rooms, 

and 68.6% would pay a nickel to 
“help maintain cleanliness.” | 
Some oil companies regard the) 
war days as wonderful, because | 
service stations operated shorter | 
hours. Surprisingly, a high per-| 
centage of motorists do not care) 
when a gas station opens (23.5%) 

nor when it closes (21.5%). 


Rate Tube Sources 


When asked: “From which type 
jutlet do you buy tires and 
tubes?,” motorists rated sources | 


in this order: tire store, 32.7%;| 
service station, 25%; super-serv-| 
ice station, 11.7%; accessory store, | 
13.6%, and auto dealer, 9.2%. The) 
remainder named “individual re-| 
pair shop.” 

Service stations led as a bat- 


ng at 
sales 


QUANTITY 


j 
their cars; 


‘ery source, ran third as an acces- 
ory source (behind accessory 
Stores and auto dealers), and led 
/FS an anti-freeze source. 

The 10 cities were cut to eight 
or anti-freeze questions, with 
os Angeles and San Francisco 
\Mropped. Non-evaporating anti- 
freeze was a considerable favor- 
ifte, with Prestone racking up a 
13.2% preference. 

The loosened grip of the auto 
lealer is revealed by some of these 
jBlatistics: on a 10-city average, 
\66.1% of motorists do not have 
rer repair work done by the 
ifealer from whom they acquired 
only Cadillac owners 
had more work done in Cadillac 
than at other places 
preferred Cadillac out-| 


barages 
56.9% 


lets). 
only 31.1% of its owners using 
the dealer from whom the car 
was purchased for repairs. 

Auto preferences are also 
shown: where 35.1% of Chevro- 
let owners traded in Chevrolets, 
60.6% plan to buy another, but 
where 33.6% of Ford owners 
traded in Fords, 46.3% intend to 
buy another. Chrysler showed 
considerable consistency in city- 
by-city preference, and where 
27.2% of Chrysler owners traded 
in Chryslers, 66.3% want another. 
The top car was Cadillac, where 
only 14.8% had traded in Cadil- 
lacs, but 65.6% intended to buy 
another. 

The study is based on. 5,165 in- 
terviews with car owners, 75% 
men and 25% women. 


Chevrolet, for example, had 


may be obtained from Hearst Ad- 
vertising Service. 


Y&R Appoints Smith: 
Promotes Samuel 

Pyrmen L. Smith, former mo- 
tion picture production supervisor 
with Paramount Pictures, has 
been appointed acting manager of 
the motion picture department of 
Young & Rubicam, New York. 

Milton Samuel, director of 
Young & Rubicam’s West Coast 
radio publicity, also has been ap- 
pointed West Coast director of 
public relations and publicity for 
the agency. 


Gets Box Account 


Interstate Folding Box Com- 
pany, Middletown, O., has placed 


, its advertising with Hugo Wagen- | 
Copies | seil & Associates, Dayton. 


Con- 


sumer advertising featuring In-|service and farm _ publications. 
terstate’s Frostofold frozen food| Business papers will be used to 
containers and food packaging kits|reach locker plant operators and 
will be scheduled in women’s!home economists. 
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C FROM IDEASTO 
> FINISHED PRODUCTS. 


Convention exhibits and trade show 
displays designed, produced and installed. 


BETTER SIGNS FOR BETTER BUSINESS 
OVER 30 YEARS OF QUALITY MERCHANDISING SERVICE 


Signs, Displays — still or motion, Posters, Show Cards, 
Sales presentations 


AMERICAN DISPLAY STUDIOS ~~ a 


359 W. HUBBARD ST., - CHICAGO, ILL. 548 
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Sweet’s 


BOSTON 16.. 


| SE a accents 


CHICAGO 54.. 


CINCINNATI 2... 


Jie ke ee CLEVELAND 15. 


was invented so that buyers can get needed 


oat 1422 Euclid Avenue 


manufacturers’ catalogs 
up buying action 


deck at this moment 


in thousands of active offices 
of architects, engineers and general contractors. 


Whenever they are needed, 


found and used instantly 


for specifying or for buying. 


The six catalogs shown here 

along with over nine hundred others 

make up a big file of manufacturers’ catalogs 
called Sweet’s File, Architectural. 

(That is the official title; 


call it my Bible). 


This plan of distributing catalogs 


information 


on thousands of products without a struggle. 
Easily accessible catalogs get the most use. 

It’s so easy to get people to study your catalogs 
if you go about it the right way. 


Then, in minutes, instead of days, 
your prospect is able to say, 


**Here is what we need for this job — 


their local representative.”” 


After that, the negotiations move quickly 


toward the specification, and the order. 


Sweet’s Catalog Service is available 

also in the power and manufacturing fields. 

If your products are bought in any of these markets, 
Sweet’s can help you design your catalog, 

distribute it and keep it accessible 


in the offices of your best prospects. 


For further information on this and other Sweet's Files, 
please see the Market Data Book, or write. 


Catalog Service 


Division of F. W. Dodge Corporation 
New York 18, 


119 West 40th Street 


31 St. James Avenue 
70 Niagara Street 
..700 Merchandise Mart 


DETROIT 26...... 548 Free Press Building 
LOS ANGELES 13... 816 West 5th Street 
PHILADELPHIA 7. 1321 Arch Street 
PITTSBURGH 22..... Professional Building 


ST. LOUIS 1 721 Olive Street 


American Building 
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Send No Money 


Get better reading of your ods with new 
EYVE-STOPPER CUTS. Lowest cost. Send 
for lotest proof sheets without obligation. 


Get NEW Proofs! 


EASTERN STUDIOS, 285 Modison Ave. N.Y.C.17 
Deportment 8000 


year, 


Bachman Promoted 


Richard C. Bachman, who re- 
joined W. Earl Bothwell, Inc., last 
has been named a_ vice- 
president of the agency. 
an MBS and NBC sales representa- 
tive, he will head the new business 
department of the agency’s Pitts- 
burgh office. 


‘Blandings Dr 


Formerly 


(Continued from Page 1) 
and pictures furnished by Selz- 


BURGOYNE Test CITTES 


Department stores furnishing 
test your plan—a la Carte wc houses will work from stills 


Follow the lead of fast-stepping grocery 
product sales managers who get quick 
answers from Burgoyne sales tests in 
one or more test cities . . . before they 


go national. 


With commodity markets “churning”, 
they want to know how Mrs. Housewife 
reocts to new products, packages, ad- 
vertising, premiums, prices . . . checking 
their present setup to see where they 


stand. 


May Burgoyne develop a research plan 


tailored to fit your problem? 


Burgoyne CGprocery des 


DIXIE TERMINAL 


a 


with that 


hand-set look 


a 


typographers 


MONSEN-LOS 


you get 


machine-set 


ANGELES «© 928 s. FIGUEROA STREE! 


Film Promotion a ‘Dream’ 


eam House’ 


the idea on the approach that, 
with all the national and local 


nick. Department stores in these| Publicity, they can expect to gain ( 
cities will furnish the houses com-|@" outstanding position in their supp¢ 
pletely and General Electric,|co™mmunities and can expect to Em 
| which installed the kitchen shown | Profit from whatever building ac- on M 
in the movie, will furnish the| tivity is stimulated. Contractors ing n 
kitchen appliances and cabinets. |cam do as they please with the fied 1 
G-E is credited with a leading | house and local handling will vary PM v 
role in the development of the/| considerably. d : busin 
'promotion, and it has lined up In Omaha, the American Legion posed 
|}many of the contractors and de- pi age 2d the ae; An ven TIE-UP—Many advertisers, department and | 
partment stores involved. The|™sSion Charge 0 cents wi stores and contractors plan a big na- § 2 Pre 
|primary objective is to stimulate | entitle visitors to a chance on the) 4,4) promotion this spring of the | ployn 
f|people to think about building house. Proceeds will go to a fund! Selznick movie, "Mr. Blanding Builds § sentat 
‘their own homes, particularly |for building a new clubhouse. The | His Dream House," starring Cary Grant | munic 
| those in the middle-price field. April issue of the American Le- and Myrna Loy (above). munic 
|G-E plans to run color spreads in| 9t0n Magazine will carry a story The 
national magazines beginning late|0" the project and it may be| partment and publisher a special | News| 
‘this spring, and to supply dealer Carried on in the same manner in sale of Eric Hodgins’ best-seller,J’| The 
|window displays designated, “As other communities. | cg “Mr. Blandings Builds His Dream § out t 
lused in the Blandings Dream| 1m Cleveland, an individual con-| House.” who I 
House.” tractor will build the house but; Further suggestions and mate- | with 
. aye it will be sponsored by the Home| rjal will be furnished before the} the St 
| 30 Manufacturer Tie-Ins Builders of Greater Cleveland, | official kick-off. 
who will promote a “Blandings OyORVR USE: . Re 
Dream House Week,” and similar) Whitaker Leaves ABC | ™ 
supplied by the studio. Selznick p city . to F, O saying 
‘does not require that the house Stores Instructed o rorm Uwn Agency gress 
¢ A a) T Oo N be furnished exactly as in the ; Ralph H. Whitaker has resigned | a new 
‘film, but authenticity will be Currently, the following mer-| from American Broadcasting Com-| be a 
35,000 workers, 173 indus- sought. Show windows will pro- chandising suggestions have been pany to set up his own advertis-] the J 
tries, produce $300 million mote the furnishings used. Selz- made to department stores by) ing agency, the tions 
worth of goods in this nick will have field men who will | S¢lznick: See es ter of 
stable, prosperous, versa- assist stores in developing the dis-| . 1. In regular advertising copy, 3 ith offices at 46 includ 
tile City Zone. $4,856 an. plays. insert notice that your store is) sf Sist St. pS pay f 
nual income per family*. Some 30 manufacturers are ty- pr tg nereng and — | York, starting the ri 
A balancéd market in|i2& in with the “Blar. ds” promo- |° p We — a gente: pee April 15. The durin; 
Ohic’s most farm-populous | ti00- Besides G-E, the list includes| © -S® WIE OW: tsp aye oni... | agency will spe- well < 
pop | American Radiator & . Standard niture ensembles from the Blan-| eijalize in televi- rovi 
county with annual cash in- dings Dream House, calling at-| sion tne 
come of $12 million. Stark | Sanitary; Yale & Towne Mfg. tenti the fact the M. Whitak Reg 
County’s 1946 retail sales |Company; Sherwin-Williams Com- | ‘"tion to the fact that upon com- ae” ae ae Kinno 
$315 million*. pany; International Nickel Com- pletion your store will completely ABC re ge pickec 
| pany; International Silver furnish the Dream House, after years, where he é sured 
A one-newspaper city . . .|Company; Congoleum-Nairn, Inc.; which it will be on public exhibi- eentinndl rag tn ws Ralph Whitaker for ea 
THE CANTON REPOSI-| Cannon Mills; Revere Copper &| ton. work sales and television plan-f arrang 
TORY actually blankets) pyass: Lightolier Company; Para- 3. Reproduce groupings from| ning. Previously he was an ex-§| PM?’ 
reg # oP lige | | ae Pondig dicen Mpcances rs stag au djralligte tans yelee to tha com-|Curtis Publishing Company “andi wc. 
1 - om and§j j 
ln — =. Lo ag Aten a aes pletion date of the house. the McCall Corporation. x! tha 
nme (*): 130, 000. mel Among the nationally known de-|_. * Check national advertiser had tl 
Trading area population: |partment stores cooperating are: list, requesting those who are|To Van Diver & C & Carlyle ers, L 
325,000. ‘Walker’s, San Diego; Bullock’s,|®0n& your regular sources to! van Diver & Carlyle, New York, of th 
Los Angeles; Daniel & Fisher, cooperate with you in arranging |has been named to direct the ad-§ cheste 
*SALES MANAGEMENT | penver; Crowley Milnor & Co., |point-of-sale displays and mer-/|vertising of Launder-Ease Sales presid: 
Survey of Buying Power. Detroit; Davison-Paxson, Atlanta; chandising stunts to tie in with|Corporation, commercial distribu-f ,, un: 
IM yoni Company, Buffalo: the picture. tor of Launderall, made by F. L. Mr. 
H : a. ’ ae 5. When house is placed on Jacobs Company. Newspapers and 
ouse Furnishings Company, Min- Pe od : : : | of the 
exhibition, have sales representa-|@irect mail will be used to pro 
neapolis. a? ’ P mote the installation of Launder-§ @"dize: 
tive in constant attendance to act |.) equipped self-service washing} Paper’ 
Promotion to Be Local as host, guide and salesman to| centers. PP scons has ad 
After preliminary arrangements insure obtaining positive identifi- A : 
CINCINNATI 2, OHIO are made and plans furnished, the|cation of your store with furni- -™ osc 
promotion will be entirely in the | ture on display. @ sponso 
hands of the local contractor and| §6. Organize a store-wide house- Mr 
department store. Manufacturers|hold furnishing sale to be held 0G that a 
may arrange with individual stores|during the opening week. “The Pa could 
or contractors to supply products|Blandings Dream House Sale . . .| ai he Mies ifiz deal fz 
for the house (building materials) make your home a Dream House| Pouce rs a stantia 
or furnishings). . . With furnishings from .. .” THE LETTER SHOP, Inc. plans f 
Local contractors are being sold! 7. Arrange through book de- secre Ml tanh se which 
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| The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- v NEw 
lication in its field, and the following figures taken from Standard Rate and Data Presbre 
show that its rates are the lowest: 
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4 
signed 
5 Com- 
vertis- 


fhitaker B for each year of service under an 
1 plan-§ arrangement by Mr. Field. 
an ex- PM’s employes refused to accept 
ckhardt,f Mr. MeKinnon’s conditions, call-| 
ny andj ing on Mr. Field to sell the news- 
paper to someone else, and said he 
had three other prospective buy- 
lyle ers, Leonard V. Finder, publisher 
w York,fof the Evening Leader, Man- 
the ad-§ chester, N. H., George Braxiller, 
se Sales§ president of Book Find Club, and 
distribu-f an unnamed purchaser. 
tag a Mr. Field passed off the decision 
er pro- of the guild as one “which jeop- 
saunder-§ 2"dizes what seems to be the 
washing} Paper’s last chance.” He said PM 
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‘PM’ Likely to Fold 
March 26 When 
Field Withdraws 


(Continued from Page 1) 
supposed to develop. 
Employes reporting for work 
on March 14 received the follow- 
ing notice: “You are hereby noti- 
fied that your employment with 
PM will terminate at the close of 
business March 26, 1948. The pro- 
posed new owner (Mr. McKinnon) 
and publisher of PM has made 
a proposal for your future em- 
ployment to your Guild repre- 
sentatives who already have com- 
municated it to you or will com- 
municate it to you.” 
The notice was signed 
Newspaper PM, Inc.” 
The tentative publisher turned 
out to be Clinton D. McKinnon, 
who had had considerable success 


“The 


with shoppers’ and with reviving 
the San Diego Journal. 


Refused McKinnon Terms 


Mr. McKinnon, on record as 
saying that he may run for Con- 
gress and that he does not think 
a newspaper publisher also should 
be a congressman (when he sold 
the Journal), had several condi- 
tions to be met by the PM chap- 


included waiving of 


the right to hire and fire at will 
during a three-month period, as 
well as modification of sick leave 
provisions and other clauses. 

Regardless of whether Mr. Mc- 
Kinnon or. another publisher 
picked up PM, employes were as- 
sured of two weeks’ severance pay 


has earned an “unique place in 


Pp, Inc. 
) 5, Illinois 


siiterated his 


American journalism.” He re- 
intention to 
m@sponsoring PM on March 26. 
s Mr. Field indicated skepticism 
that any other publisher for PM 
macould be found if the McKinnon 
mceal failed, and said he “was sub- 
stantially committed” to other 
plans for the use of PM’s property 
which do not involve publication 
of a daily newspaper. 


Ronson to Increase 

Video Coverage 

Ronson Art Metal Works, New- 
ark, which started a _ television 
in mid-March, 


Stations. 


fore and after the Dodgers tele- 
casts, starting in April. 


second films showing Ronson 


Baltimore; 
WWJ-TV, Detroit; 
Angeles; WNBT, New 
WFIL - TV, Philadelphia, 
WNBW, Washington. 
Presbrey is the agency. 


|-qunches Radio Drive 


York; 


running advertisements 
h°cwspapers in 80 cities to promote | 
tts consoles. MacManus, John & 
Adams, Baltimore, is the agency | 
for Bendix, which is planning a 
S:zable introductory campaign 
for its new television set this fall. 


Graflex Starts Campaign Pojnt of Purchase 


in Six Magazines 

Grafiex, Inc., Rochester, maker 
of precision photographic equip- 
ment, starts the largest advertis- 
ing campaign in the company’s 
history in April. 

Half and quarter pages are 
scheduled in Holiday, Life, Pop- 
ular Mechanics, Popular Science, 
The New York Times Magazine 
and The New Yorker. Agency is 
Newell- Emmett Company, New 
York. 


Poythress to Ramsdell 


William P. Poythress & Co., 
Richmond, Va., pharmaceutical 
manufacturer, has named Lee 
Ramsdell & Co., Philadelphia, to 
direct its advertising. Medical and 
drug journals will be used. 


Form Frisco Agency 


Formes, Waters & Tornroth, 
Inc., a new advertising agency, 
has been opened at 988 Market 
St., San Francisco. Principals are 
Herbert L. Formes, M. Frances 
Waters and W. Carroll Tornroth. 


Test Gets Going 


New York—In a test being run 
in 
Rochester and Syracuse between 
March 15 and June 1, Point of 
Purchase Advertising Institute is 


by. Fact Finders Associates, 


seeking to determine the sales 
effectiveness of window displays. 

The study was planned with 
the display research committee of 
the Association of National Ad- 
vertisers, but is being financed by 
POPAI, said Norman F. McKean, 
executive secretary. 

Four parallel groups of 30 stores 
have been selected, two in each 
city, for drug product displays, 
and four groups of 10 stores for 
hardware displays. Each group 
will feature displays for one prod- 
uct, but each store will be inven- 
toried for all four test products 
and for two major competitive 
products of each. 

Drug participants are Colgate- 
Palmolive - Peet’s Lustre Creme 


shampoo, Wildroot cream oil hair 
tonic, Weco’s Dr. West’s tooth- 
brush, Squibb’s denial cream, 
Yale & Towne padlocks, General 


Electric lamps, Johnson’s wax, 
and Sherwin-Williams’ Kemtone 
paint. 


A preliminary report of findings 
will be made at POPAI’s annual 
meeting at the Biltmore hotel, 
here, on May 12. 


Connecticut Net Elects 


James Iodice, Station WMMW, 
Meriden, Conn., has been elected 
president of the Connecticut In- 
dependent Broadcasting System. 
Richard Carlson, Station WLCR, 
Torrington, Conn., has been 
elected secretary-treasurer. 


ABC Names Jahncke 


Ernest Lee Jahncke, manager of 
eastern division of the stations re- 
lations department of American 
Broadcasting Company, has been 
named supervisor of liaison be- 
tween the network and television 


affiliates. Five ABC outlets are 
expected to begin telecasting this 
year. 


Do you know “Four 
Secrets of Selling 
Power” ignored in 


most consumer ad plans? 
Sent FREE to adver- 
tisers. $1.00 to others. 


Box 7001, Advertising Age 
100 E. Ohio St., Chicago 11, Il. 


aefende 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


ter of the Newspaper Guild. These 
severance | 
pay for employes resigning, and | 


stop | 


Spot campaign on seven stations | 
is shopping for| 
time on the other 12 commercial | 
A schedule already is| 
set for WCBS-TV, New York, be-| 


lighters in action are WMAR-TV, 
WBKB, Chicago; 
KTLA, Los, in factory employment! 
and) 
Cecil & | 


| 


| 


| 
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Aimong the Nation's 5. Largest 
Ces, DETROIT... 


in effective buying income per family! 


in retail sales per family! 


There Are TWO Sides.to~ 


in factory weekly earnings! 


in factory wage rates! 


in home ownership! 


in drug store sales per family! 


| 
| 
| 
| 


in food sales per family! 


in car ownership! 
Stations now carrying the 20- | 


in population! 


L The radio division of Bendix | 
\viation Corporation, Baltimore, | 
i in | 


v4 


Sundays! 


Among Detroit's F Newspapers, 
The DETROIT NEWS @... 


in trading area circulation weekdays and 


in home-delivered circulation .. . 


in total advertising lineage! 


in practically every major classification of 
retail and national advertising! 


in classified advertising—more lineage than 
both other papers combined! 


in effective circulation—reaching 65% of 
Detroit’s auto owners, 64% of the home 
owners, 63% of the total income! 


423,493 total weekday circulation— 
538,751 total Sunday circulation 


National Representatives: Dan A. Carroll, 110 £. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWI-TV 
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GF Names Chapin 


as Ad Director 


New YorKk—Howard M. Chapin, 
sales and advertising manager of) 


we 


the Jell-O division, has been) 
named director of advertising of 
General Foods Corporation, effec- 
tive April 1. 

He succeeds Mrs. E. B. Myers, 
who has retired, although Charles 
G. Mortimer, marketing vice- 
president of the company, said 
Mrs. Myers has agreed to handle 


TO FIT Our clients do not 
want “some advertising” from us. 
They want their advertising ; it must 
fit them. So we study each client's 
special need before we ever turn on 
the speed. It seems to us the best way 
for advertising to generate real sell- 
ing power. 

FRED GARDNER CO.,INC. 

Proven Advertising 


202 E. 44th St., N. Y. © MU 7-4626, 


the 


special 
rest of 1948. 

When Mrs. Myers became ad- 
vertising director last year, she 
was the first woman to hold the 


assignments during 


job in the corporation’s history 
and one of the first women to be- 
come advertising manager of a 
major national advertiser. She 
joined the company in 1930. 

Mr. Chapin came to GF in 1929 
as export advertising manager, 
and was an associate advertising 
manager from 1938. until 1942, 
when he went on duty with the 
Office of Strategic Services. He 
was discharged in 1946 as a lieu- 
tenant-colonel, and had been chief 
of the central European intelli- 
gence staff. 

He came back to GF as asso- 
ciate advertising manager of the 
Maxwell House division, and be- 
came sales and advertising man- 
ager of the Jell-O division in 
October, 1946. 


Brady to ‘Traveltime’ 


James P. Brady, former pub- 
lisher of Playtime, has been ap- 
pointed advertising manager of 
Traveltime, New York, replacing 
Arthur A. Walsh, who had been 
acting advertising manager. Prior 
to his association with Playtime, 
Mr. Brady was advertising man- 
ager of the Asbury Park Sun. 


Hi 


... for ; provides 


the “know how” to 


Van Buren 
8790 


assist you in organizing 


your art and copy .. . determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direct mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCELLO PRESS 1n-. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


D-F-§ Heads Shift 


Duties: Sutter, 
Newton New V.P.s 


(Continued from Page 1) 
him. 

H. M. Dancer, president, is tak- 
ing on all the account handling 
responsibilities for all brands in 
Chicago, New York and Toronto 
to enable Mr. Fitzgerald to co the 
concentrated creative job. This 
means that Mr. Dancer anc Mr. 
Fitzgerald will divide their time 


S. M. Sutter H. W. Newton 


by specialized duties, with no geo- 
graphical division of responsibili- 
ties. 

The management of the offices 
themselves, however, still rests on 
Mr. Dancer, with Ken Beirn as 
executive manager, in New York; 
Mr. Fitzgerald, with Fred Leighty 
as executive manager, here; Gil 
Nunns in Toronto, and Al Ka- 
baker in Los Angeles. Mr. Dancer 
also continues as head of Show 
Productions, the D-F-S radio pro- 
ducing subsidiary. 

J. G. Sample, vice-president 
and the third principal in the 
agency, will continue as before to 
handle general administrative 
duties, with headquarters here. 


Other Positions Defined 


The reorganization leaves Tom 
Greer and Bill Tyler heading their 
sections of creative work here as 
copy chiefs. Frances Kennedy is 
in charge of all radio commercial 
copy in Chicago, under the direc- 
tion of the copy chiefs on indi- 
vidual brands. 

Hub Townsend continues as di- 
rector of the art department in 
Chicago, reporting to Mr. Fitz- 
gerald. 

Last year Dancer-Fitzgerald- 
Sample had total billings of $36,- 
000,000, ranking seventh among 
/all agencies in the U. S. This 
compared with billings of $31,000,- 
000 in 1946. Chief part of the| 
business is in radio. The agency | 
early this year released figures | 
showing its radio time billing last | 
year totaled $21,155,292, double 
that of J. Walter Thompson Com- | 
pany, its nearest rival in radio. | 
Most of the D-F-S increase in) 
| total billings, 1947 over 1946, was | 
'in other media, however. 
| 


| Chicago Advance Guards 
| | 


Elects Officers for 1948 


The Chicago Advance Guards, 
|new advertising club, has elected 
|Charles Bienbeck, western man- 
|ager of Triangle Publications, 
| president. Other officers elected 
| are: 
vice-president; 
Scripps-Howard Newspapers, sec- 
|retary, and Thomas Dolan, Walker 
| Company, treasurer. 

The new club has divided its 
membership list into three cate- 
gories—-advertising agency execu- 
tives, manufacturers’ advertising 
or sales officials, and publication 
space representatives, and plans 
to restrict membership to 60, with 
20 in each group. 


‘B&B Names Fleischman 


| W. H. Fleischman, former ac- 
count executive and public rela- 
tions counsel of McKim Advertis- 
ing, Montreal, has joined Benton 
& Bowles, Toronto, as an account 
executive. 


Ted Young, Outdoor Life, | 
Frank McPike, | 


JAMES M. WOODMAN 


Cuicaco—James M. Woodman, 
77, longtime publisher and agency 
executive here, died in nearby 
Waukegan, Ill, March 15. Mr. 
Woodman had been a partner in 
Woodman - Stewart Advertising, 
now J. L. Stewart Company, and 
had served with the old Nelson 
Chesman Advertising Agency. He 
also was publisher of the Wau- 
kegan Gazette from 1914 to 1919; 
was editor of Mother’s Home Life- 
Household Guest from 1920 to 
1928, and publisher of Home 
Friend in the late ’30s. 

His survivors include two sons, 
John Woodman, of Kelly - Smith 
Company, newspaper representa- 
tive, and James M. Woodman Jr., 
account executive here with the 
Roche, Williams & Cleary agency. 


GEORGE W. COBB JR. 

New YorK — George W. Cobb 
Jr., 51, a sales promotion execu- 
tive of American Can Company, 
died March 14 in New York after 
a long illness. Mr. Cobb joined 
American Can in 1926 in Ro- 
chester. He was advertising man- 
ager of the company when he 
joined the Army as a major in 
1942. 


CLIFFORD McFADDEN 

New YorkK—Clifford E. McFad- 
den, 41, head of the production 
division of J. M. Mathes, Inc., died 
suddenly March 15 in his office. 
He lived in Ridgefield, Conn. Mr. 
McFadden joined the Mathes 
agency as production head in 1938. 


EDWARD WRIGLEY 

OcEAN City, N. J.—Edward 
Wrigley, 77, retired president of 
the Wrigley Soap Mfg. Company, 
Philadelphia, and brother of the 
founder of the Wrigley chewing 
gum business, died at his home 
here March 4. 


ROBERT HOLMES DURBIN 


PHILADELPHIA — Robert Holmes 
Durbin, former president of the 
Poor Richard Club, died March 16 
at the age of 81. Mr. Durbin was 
an advertising executive of the 
Strawbridge & Clothier depart- 
ment store for more than 40 years 
prior to his retirement in 1945. 
He served as advertising manager 


Advertising Age, Marc , 1948 
from 1911 to 1922, and as adver- 
tising counselor from that date 
until his retirement. 


HAL ARMSTRONG 


SEATTLE — Hal Armstrong, 60, 
former newspaper man here and 
in Tacoma, and associated with 
the late Lloyd Spencer in oper- 
ating an advertising agency here 
from 1934 to 1941, died March 10. 


Offers Ad Scholarship 


The Des Moines Advertising 
Club is offering a $500 scholarship 
to the University of Iowa, Iowa 
City. The award will be made to 
a senior or graduate student who 
is a graduate of an Iowa high 
school and a resident of Iowa and 
who has chosen advertising as a 
career. Academic standing, 
coupled with ability, initiative 
and originality in advertising, will 
be the basis for selection, 


13. Tips On Space Buying 


. =e. vine 


Are You? 


You'll find the easiest way to buy space 
is to study the market and applicable pub- 
lications the first year; then to renew your 
contracts yearly with little or no further study. 

Some space buyers follow this procedure 
of only occasionally glancing through the 
scheduled publications, and seldom seeing a 
space salesman. These space buyers some- 
times find themselves in trouble over declin- 
ing results, lack of up-to-date knowledge of 
the market and applicable publications. 

You've probably found that one of the best 
ways to keep up-to-date is to listen to the 
story of the space salesmen. From the space 
representatives of WATER & SEWAGE 
WORKS you can get a complete factual pic- 
ture of the market, a cost break down of the 
circulation effective for you, a resume of the 
editorial policy and editors, besides lots of 
other helpful information. 


Write or Call Mr. Cocker Today 


Ask For Media File Folder 
Latest Folder — Just Published 


22 W. MAPLE ST, CHICAGO 10, ILL 
AEN YO CLEVELAND - LAS ANGELES ~ buat 


| 


| 
| 


National Representatives. 
GEORGE P. HOLLINGBERY CO. 


Southeast Representative 
HARRY E. CUMMINGS 


JAMES M. LeGATE, General Manager 


5,000 WATTS + 610 KC + NBC 


ing 


To Stand Out in a Crowd 


WIOD was outstanding in the 


old days, when Miami had only two 
or three stations. And, in today’s 
crowd ... with the NBC Parade of 


Stars, and the top local shows, 
too... WIOD is more out- 
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Randolph Approves 
as N. Y. Printers 
Near Agreement 


Jurisdiction Preserved; 
New Machines to Go 
to Journeymen 


New YorkK—The emergence of 
a pattern for solution of the labor 
difficulties between the Interna- 
tional Typographical Union and 
employing printers in several 
cities was indicated last week, as 
ITU’s Local 6 and the Printers 
League Section of the New York 
Employing Printers ° Association 
reached an agreement. 

Its effect is to settle, subject to 
ratification by members and sub- 
sequent agreement on remaining 
issues (principally wages and 
hours), the principal issues which 
have heretofore held up normal 
collective bargaining processes. 
The agreement was solemnized 
by the presence of Woodruff 
Randolph, ITU president, and 
Elmer Brown, second vice-presi- 
dent of the ITU. 


Grants Maximum Security 


In essence, the agreement grants 
the union the maximum security 
possible under law, and the league 
promised that its intent is “to 
limit composing room work to 
jobs obtained on a normal account 
basis” — an obvious reference to 
struck work. The league also 
conceded that any provisions of a 
previous contract which now are 
excluded solely because they con- 
flict with the Taft-Hartley Act 
will be discussed “with a view to 
restoration” if the law is subse- 
quently changed or if a decision 
“of the court of highest recourse” 
holds the provisions to be per- 
missable or legal. 

The discussion on wages and 
hours will begin immediately, but 
until they are established the New 
York shops will continue on the 
40-hour week (AA, March 15). 
Printing spokesmen concluded 
jubilantly that, unless the union 
smashed the accord by demanding 
wages too high for consideration, 
the uneasy cycle of New York 
printing was over, and the threat 
of a strike bypassed. 


Journeymen Defined 


Specifically, 
provides: 

(1) Jurisdiction of the union 
ver composition is complete; 
work will be done by apprentices 
hnd journeymen, and the ratio 
will be established later. Journey- 
men are mutually defined as em- 


the understanding 


SM-O-O-TH—Sleep on it, says Serta 

Associates, Chicago, in its spring ad 

drive for the Perfect Sleeper mattress. 

Full-color pages will run in a wide list 
of magazines through early May. 


bloyes who complete apprentice | 
vork as outlined in the contract; | 
ourneymen members of the | 


Fecure a_ certificate of compe- 
tency duly issued under proce- | 
lures established by an examining | 
board . . .”; office boys may do| 
minor jobs in the composing room, | 
‘arry proofs and copy, sort and! 
but away leads, furniture and 
plates, set pi and handle and proof | 
ype on galleys; ; | 


| 
To Discuss New Services | 


(2) If new composing machin- | 
ry is introduced to the plants— 
reference to the many new de-| 
rices in the printing field — all 
uestions concerning its operation 
nd the number of men necessary 
ill be referred to a commission 
nade up of two representatives 
{ the league and two of the| 
me the fifth to be selected by | 

four in case of deadlock. | 
Where the four cannot agree, the | 
fth man will be selected by the| 


presiding judge of the appellate 
division of the Supreme Court. 
“The fifth man shall be governed 
by the agreement of the parties 
that none but journeymen, as de- 
fined in this contract, shall be per- 
mitted to work on any such proc- 
esses .. .”’5 

(3) The right of foremen to 
hire and fire is maintained in the 
composing room; 


ITU Laws to Stand 


(4) Local union rules and ITU 
laws, where they do not conflict 
with law or the contract, are to 
be left in effect; 

(5) “No employe covered by 
this contract shall be required to 
cross a picket line established be- 
cause of an authorized strike by 
any other subordinate union of 
the ITU”; 

(6) In the event either party 
to a dispute refuses to accept and 
comply with the decision of the 
joint standing committee, all aid 
and support to the firm ... or 
members of the union... shall be 
withdrawn by both parties to this 
agreement and the contract shall 
be null and void as affecting such 
firm .. or members of the 
union. 

The new understanding was re- 
leased to a group of reporters who 
gathered in the office of Theodore 


W. Kheel, New York’s commis- | 


The 
Don 


sioner of labor relations. 
printing representatives, 
Taylor, executive vice-president 
of the New York Employing 
Printers Association, and A. F. 
Oakes, president of the Printers 
League Section, looked jubilant, 
as did Mr. Kheel. The union 
representatives, Mr. Randolph, 
Mr. Brown, and Laurence Victory, 
president of Local 6, seemed well 
satisfied. 


Randolph Comments 


Mr. Randolph noted that ‘while | 
the language used and procedures | 


agreed upon for inclusion in a 
complete contract differ from 
language and procedures hereto- 


ards of the Taft-Hartley Law . 
The attitude of employers else- 
where, which has resulted in 
strikes, has been to make no ade- 
quate proposals for the security 
of the union and the insistence on 
vague generalizations as to such 
matters while retaining for them- 


selves all prerogatives of the Taft- | 


Hartley Law.” 

Mr. Taylor said, “On the basis 
of the understanding we can now 
enter into a contract covering all 
issues for a fixed term as has been 
customary in the industry. .. We 
believe that out of this experience 
may well come an added recogni- 
tion of the value of collective 
bargaining. . . 

“The understanding reached 
covers points on which the Print- 
ers League at all times has been 
willing to agree. .. The problem 
was one which reasonable men 


Sioux Honey Association 


here is the agency. 
in June for Seaforth 


campaign 


agency. 


Father’s Day, graduations and anniversaries. 
Ladies’ Home Journal, The Saturday Evening Post, True Story and 
others not yet announced. Morse International, New York, is the 


Last Minute News Flashes 


Drive Starts 


Sroux Ciry, Ia—Augmenting its newspaper and spot radio adver- 
| tising, the Sioux Honey Association is launching a series of full-color 
and black-and-white ads for its Sioux Bee honey and honey cream 
in Better Homes & Gardens, Good Housekeeping, Ladies’ Home Jour- 
nal, and Woman’s Home Companion. Arthur C. Pugh & Associates 


Seaforth to Start Magazine Drive in June 
New York — Alfred D. McKelvy Company will start a magazine | 


men’s toiletries dirécted towards 
The schedule includes 


Abbott Kimball Opens Paris Office 

Parts—Abbott Kimball, head of the New York agency bearing his 
name, has opened an office in Paris at 13 Rue Jean Mermoz. 
also plans to open a branch in Rome. 


He 


working in a calm atmosphere 
could have worked out several 
months ago.” 


MORE CHICAGO SHOPS 
HIT IN ITU FIGHT 


Cuicaco—The bad printing 
situation here became worse last 
week as more ITU members 
slowed down and plants locked 
them out. More than 2,000 com- 
mercial shop employes are away 
from work. Only two shops af- 
filiated with the Franklin Associa- 
tion, representing major firms, 
continue without interruption. The 
two unaffected shops and other 
shops still open employ about 
1,500 ITU members. 

John Smart, Esquire, Inc., Chi- 
cago, told AA that Esquire has 
plenty of type set for issues due 
out soon but that the slowdowns 
and lockouts have caused diffi- 
culties for the monthly. He said 
there is no doubt that Coronet and 
Esquire will continue to be pub- 
lished on time even if the print- 
ing situation continues a_ long 
time. 

Traffic World, Chicago, sched- 
uled to begin publishing in Wash- 
ington April 10, has moved ahead 
the time of its shift to the capital 
and is printing there. 

Other publishers here are in a 
number of cases finding local 
sources for setting type, as are ad- 
vertisers, agencies and mail order 
houses. However, several ‘agency 
art directors are commuting to Los 
Angeles and other cities to get 
advertisements set. 

In Philadelphia, Chilton Com- 
pany, one of those hard hit by the 
printers’ strike there, managed to 
turn out a 326-page Iron Age after 
first being forced to print an eight- 
page Vari-Typed edition March 4. 


Lieber Agency Dissolves, 
Accounts Scattered 


Lieber Advertising Company, 
Chicago, has dissolved, and its 
|president, Philip A. Lieber, has 


joined Central Advertising Serv- 
ice, Chicago. 


|arus & Co., Chicago, as copy di- 


inion, and applicants for work | fore offered by the union, the re-| rector, and the Lazarus agency has 
who “upon reference to the school|sults promise to meet our needs| taken the National Credit Cloth- 
(New York School of Printing) |so far as possible under the haz-| ing Company, Special Foods Com- 
.| Pany, 


Enoz Chemical Company 
|and Emulsol Corporation accounts. 


Milton Mendelsohn, account ex- |} 


ecutive of Lieber, and Elmer Fie- 
berts, assistant art director, have 
joined Simmonds & Simmonds, 
Chicago, and the agency has taken 
the Personality Fashions and 
Dress-of-the-Month Club accounts. 


| Uses 38 Advertisements 


Phillips-Jones Corporation, New 
York, will use a total of 38 ad- 
vertisements in magazines for Van 


Heusen shorts, rather than 38 
magazines, as reported by AA 
Feb. 23. 

Fatnir Boosts Twe 


Maurice Stanley, president of 
Fafnir Bearing Company, New 
Britain, Conn., has been elected 
chairman of the board. Stanley 
M. Cooper, executive vice-presi- 
dent, has been named president. 


Viola Warren, radio | 
director, has joined Harry J. Laz-| 


ANA in Accord 
with BBB Stand 
on Use of ‘Free’ 


New YorkK—The Association of 
National Advertisers’ board of di- 
rectors has informed the National 
Better Business Bureau, through 
an opinion of its legal counsel, 
that it is in accord with the bu- 
reau’s stand opposing the recent 
Federal Trade Commission blan- 
ket ban on advertising use of the 
word “free” where there is an 
obligation to purchase. 

“In our view, there is nothing 
inherently evil in the adjective 
| ‘free’,’ the text of the opinion 
stated, “and the commission has 
no jurisdiction to ban its use ex- 


would cause deception, or mislead 
the public. 

“We conclude, therefore, that 
the commission’s ban is too broad 
and undiscriminating, that an ad- 
vertiser may well exdmine the 
circumstances of his particular 
use of the word ‘free’ and if he is 
confident that it is free of con- 
fusion and deception, he need not 
adhere to the commission’s all- 
inclusive prohibition.” 
| Kenneth B. Willson, operating 
| manager of the National Better 
| Business Bureau, said that the 
bureau is in complete agreement 
with the ANA opinion. 


AFM, Networks 
Reach Agreement 


New York—The American Fed- 
| eration of Musicians and four 
|networks were scheduled to sign 
a new contract as ADVERTISING 
| AGE went to press. 

Terms of the agreement were 

withheld pending a formal an- 
nouncement, but it was under- 
| stood that provisions for the use 
| of live musicians on television and 
|some wage revisions were in- 
| cluded. 
On Jan. 31 the union and broad- 
| casters agreed to extend their old 
| contract for a 60-day period after 
|AFM’s president, James C. Pe- 
trillo, agreed to permit the dupli- 
|cation of AM music on FM sta- 
| tions. 

The new agreement is expected 
to authorize the employment of 
musicians on co-op shows and 
transcriptions for one-time broad- 
casts and delayed broadcasts. 


| | . . 
‘Plans ‘Firefighters’ 

Wm. F. Holland Productions, 
Cincinnati, within a month will 
complete a transcribed show for 
juveniles titled “Firefighters.” It 
is based on dramatic activities of 
a fire department and ties in with 
a junior firefighters club plan. 


‘Profession Promoted 


The Alameda County Medical 
Association, Oakland, Cal., has 
launched a series of ads in local 
newspapers to explain the re- 
sponsibility of the family doctor 
and specialist toward patients. 


cept under circumstances which | 


Lee’s Pearson 
Will Cover Party 
Meeting on Video 


New York—Commentator Drew 
Pearson will begin his television 
duties for the Frank H. Lee Com- 
pany some time before the opening 


of the Republican convention 
June 21 in Philadelphia. 

At week’s end the company and 
its agency, William H. Weintraub, 
still were undecided as to the net- 
work to be used for the show. 

Filmed commercials for televi- 
sion will spotlight Lee hat’s rab- 
bit trademark in a series of car- 
toon antics. Selling feature to be 
emphasized will be the advantages 
of pre-shaping, with action shots 
showing a Lee hat being smashed 
and then reshaped. 

Last night (March 21) on his 
ABC broadcast for Lee hats, Pear- 
son announced a $20,000 contest 
for suggestions on “How to Make 
Democracy Live.” 

First prize for the winning 250- 
word letter on the subject is $5,- 
000. The four next best letter 
writers will receive 1948 Kaiser- 
Frazer sedans. Runners-up will 
be presented consolation cash 
prizes ranging from $250 to $10. 


Tele Takes Over 
Radio's Gimmick: 
‘Guess Who’ Test 


| New Yorx—tTelevision has an 
|answer to radio’s “Walking Man” 
/and “Hush” contests. It’s a guess 
| “Mr. Who” competition. 

The “Missus Goes A-Shopping,” 
televised Wednesdays at 1:30 p.m., 
EST, over WCBS-TV, will award 
a Launderall washing machine to 
the viewer who correctly identi- 
fies “Mr. Who” from a jig-saw 
puzzle likeness. To win, the con- 
testant also must compose the best 
25-word treatise on “What 
|changes television has brought to 
my home.” 

Emcee John Reed King will 
suggest that entrants use for paper 
the back of a wrapper from 
Sweetheart soap, Bab-O, or any of 
|the Mueller macaroni products, 
sponsors of the telecast. 

Duane Jones Company, agency 
for the advertisers, hopes the 
|answers will reveal—among other 
things—the selling power of tele- 
vision. 


Reynolds Metals Plans 
| Aluminum Campaign 


Reynolds Metals Company, 
| Louisville, will break a new cam- 


paign featuring aluminum as a 
symbol of free enterprise this 
week. Copy will report the re- 


ductions in the price of aluminum, 
and will assert that the competi- 
tion of Reynolds made the reduc- 
tions possible. 

Tentatively on the schedule are 
Business Week, Fortune, News- 
week, Time, United States News, 
Wall Street Journal, and Chicago 
Journal of Commerce, with other 
additions possible. Buchanan & 
Co., New York, is the agency. 


ANPA Reports February 
Newsprint Stock Down 


Newsprint stock on hand and in 
transit at the end of February, 
1948, dropped sharply to 34 days’ 
supply, according to the American 
Newspaper Publishers Association. 
This represents a decrease of 
seven days’ supply compared with 
the end of January, 1948. 

Daily newspapers reporting to 
the ANPA consumed 307,967 
tons of newsprint in February, 
1948, compared with 258,424 tons 
in February, 1947. Total estimated 
newsprint consumption in the 
United States for last month was 
402,571 tons. 


Schaten Names Johnson 
J. C. Johnson has been ap- 

pointed an account executive of 

Schaten Studios, Cincinnati. 
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FAIRCHILD BUSINESS 
PAPERS — SERVING 


NEWS TEMPO ... 


adds 125,000 feet of 


BUSINESS WITH A FASTER 
The new Fairchild Building 
space to our publishing 


plant — equips us for a 
better job of reader service 


~, 
ois. 
em state 


airchild covers the Paris openings 


At 10:30 p.m. on Tuesday, February 17th, the Queen 
Mary docked at New York with an excited contingent 
of American buyers — returning from the Paris openings. 


The story? Paris is back in the groove as a vitally im- 
portant fashion center! 


Women's Wear Daily covered the Queen’s arrival with 
a ship news reporter, two fashion reporters and a 
photographer. They got their interviews after a deadline. 
The story was telephoned, written, edited and set in 
type while forms were re-made in the composing room. 
It was page 1 in the New York edition dated Wednes- 
day, February 18th. 


Just another example of planned coordination between 
Fairchild editorial and mechanical departments — to get 
an important story on the street while still hot. 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


During the openings, Fairchild’s Paris Bureau stepped 
up its year-’round tempo — with day-to-day news of the 
collections by cable and radio — of trends in silhouette 
fabric, color and accessories — of innovations by design 
leaders such as Christian Dior, Balenciaga, Jacques 
Fath and Balmain. 


As fast as the Paris staff under Alice K. Perkins flashed 
the news across the Atlantic, Fairchild’s New York fash- 
ion staff under Ruth Jacobs worked swiftly and surely at 
the job of interpretation for Fairchild readers who 
design, manufacture, distribute, buy and sell at whole- 
sale and retail the clothes that American women wear 


Fairchild organization for high speed news coverage is 
a big asset to the entire fashion business. And it's 
always on the job. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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